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NU-STYLE 


WOOD CABINETS 


Tillman Apartments, Memphis, T. 
The photo above is the Nu-Style Cabinet 
complete assemblies in this large project 
by Carr-Adams Mfg. Co., Jonesboro, Ark: 
Building Material 


Dealers. W. C. Lester was the Architect and the 


Contractor was the Tillman Co. 


The Bilt-Well Line: Superior Unit 
Wood Windows « Exterior & In- 
terior Doors * Entrances & Shutters 
* Clos-tite Casements * Carr-dor 
Garage Doors + Basement Unit 
Windows « Louvers & Gable Sash 
* Breakfast Nooks Combination 
Doors « Screens & Storm Sash « 
Corner (China) Cabinets « Gli-dor 


Cabinets Ironing Board Cabi 
nets « Mantels & Telephone 
Cabinets + Multiple-Use & Linen 


Cabinets + Stair Parts 


For the cabinet that is flexible, both to installation and use. . . specify 
Nu-Style Cabinets. Comparison proves Nu-Style Cabinets excel on all 
six points. 


Exclusive Nu-Style door with “the Famous Profile’. in per- 
fect harmony with latest ranges and refrigerators 


Nu-Style ... strongest cabinet made .. . dovetailed drawers 
Solid (3 4° thick) standards and mortised frame 


3.8 Nu Style Cabinets can be scribed or sawn to join plastered 
surfaces 


4.4 Enamel any color or finish natural 

5. Produced by experts trained in latest scientific methods 

6.M® Made from thoroughly seasoned. kiln-dried Ponderosa Pine 
the best base for a wide variety of finishes 

Nu-Style Cabinets are sectional units in graduated sizes offering the 

utmost in flexibility of Color, Size and Layout 


Smooth Styling... Easy to Install... Fit any size or shape room 
Sturdy... Rigid... Dovetailed Drawers ... Extra Deep Drawers .. Simple 
to Decorate or Redecorate... Can be finished any color or left natural 


CARR, ADAMS & COLLIER CO. Dubuque, lowa 
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The Mengel Co., Plywood Division 
2326 South Fourth Street, Louisville, Ky. 
Gentlemen: Please send me, without obligation, 


full specifications on [] Menge! Hollow-Core Flush 
Doors; Menge! Stabilized Solid-Core Doors. 


Sereet___ 
City. 
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LESS THAN 


Servels for years” 


maintain 


NATIONAL REAL ESTATE BLILDING 


S10 to non-subscribers 


ASTS LONGER” 


This report comes from Mrs. W. J. Esch, owner of 
the Stanley Hall Court in Minneapolis, Minnesota 


MAINTENANCE COST is a mighty 
important factor in determining 
the best-type refrigerator for mul- 
tiple installations. That’s why the 
Gas Refrigerator is the choice of 
experienced ownerslike Mrs. Esch, 
who has been “more than satis- 
fied”’ for ten years. And her testi- 
mony is typical of that of owners 
in all parts of the country: 


“After nine years, our 398 Servels 
cost only 1¢ a month per unit for 
upkeep.”’ Mobile, Ala. 

“Our 750 Gas Refriger- 
ators are 4 years old and 
cost less than 50¢ a year 
per unit to maintain.” 
Corpus Christi, Tex. 

‘In 12yearsour Servels 
have cost us nothing for 
repairs.” Los Angeles, 
Calif. 


JOURNAL ws entered as second class matter, August, 1942 
the Act of Congress, March 3 9. Copyright 1950, by Stamats Publis hing Ce ompany, Member 
S4 a vear, $7 two vears, $10 «en vears in the United States. In Canada, $5 


This extraordinary performance 
by Servel through the years is due 
to basic differences in the most 
important part of a refrigerator 
—the freezing system. Servel has 
a ‘no moving parts’’ system. 
There’s no motor to fail; no ma- 
chinery to wear or break down. 
A tiny gas flame does all the work. 
Such a system lasts much longer 
. . . requires much less expense 
for upkeep. 

Be sure to compare the 1950 
Servel. Designed for a long life by 
the renowned Walter Dorwin 
Teague, it offers tenants not only 
the pleasure of silence but also a 
handsome, spacious cabinet fitted 
with every modern worth-while 
convenience. Consult Sweet’s 
“File for Builders” or write to 
Servel, Inc., Evansville 20, Ind. 


at the post office, Cedar Rapids, lowa, under 


Audit Bureau of Circulatuions. Terms: 0) cents a copy 
1 vear; in all other countries, 


$6.00 a vear. Back issues $1; roster issue 


23 


| 
| 
The GAS 


Beauty Bonded 4 


OR, 


by 
Good Housekeeping 

Formica is a “buy” sign to millions of American Home- 
makers. Formica’s eye-tractive color patterns and wood 
grains create sales appeal for cabinet and sink tops, _ I 

bathroom Vanitory* (counter-top lavatory) and surfaces a we 
for built-in dinettes and furniture of all kinds. 


FREE — Open FORmica Inspection” colorful folder 
Write Formica 4559 Spring Grove, Cincinnati 32, O 


“Just as good” is a fable. Look for the label. 
Insist on genuine Beauty Bonded Formica 
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This St. Louis sales riot is not an unusual event. Rather, it is similar enthusiastic reports of builders who install General 
the typical success pattern of builders all over the country. Electric Kitchens. Why not let General Electric help sell your 
From Maryland, Colorado, New York and other seetions come houses faster, too? 


General Electric you all this : 


@ Vested merchandising programs that have en layouts for your houses. 

helped 8 Pi —" builders enjoy phe- @ One source of supply for matched equipment 
... a full line of cabinets and appliances. 
@ The brand of electrical appliances that people @ And most important: G-E equipment is 


prefer to all others. world-famous for its dependability! Remem- 


@ Assistance in designing and improving kitch- ber, you can put your confidence in G-E! 


October, 1950 — Nationat Rear Estate AND BUILDING JOURNAI 
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Sales 


“Rather than spend money to sell our houses, 
we installed complete General Electric Kitchens so 
that people would buy. Result: We sold 
109 houses the very first day!” 


Mr. N. R. SCHUERMANN of Schuermann Building & Realty Co., St. Louis, Missouri 


Today, more than ever, people want houses that include 
all-electric living. 

They want low-priced homes that have kitchens in which 
dishes are washed and double-rinsed automatically — where 
there's a Disposall® for food waste. 

They want plenty of hot water at all times... and they 
want an electric range that takes the trouble and guesswork 
out of cooking, and a family-size refrigerator. 


What Schuermann did 


The Schuermann Building and Realty Company offered the 
people of St. Louis, Mo.. that kind of a house for the full price 
of $8995... with less than $1000 down! 


You can see from the photograph at the left what happened. 


Hundreds of people were waiting to enter the Genera! Electric 


equipped house at 10:00 a.m. More than 7000 people came out 


As little as $4.80 more a month! 


You can include General Electric Kitchens in your 
houses for as little as $4.80 a month extra when the G-E 
“Kitchen Package” is included in the long-term realty 
mortgage. 

Furthermore, the slight increase in monthly pay- 
ments may be offset by the economical operation, low 
maintenance and long life of General Electric appliances! 


to see the Schuermann home on opening day. 109 people 
bought houses the very first day! 


A suggestion for you 


We would like to work hand-in-hand with you to achieve 
similar results for you in your area. We can help you pre-sel, 
your houses just as we have for so many other builders through- 
out the United States. 

Get complete facts about the G-E “Kitchen Package” 
through your local General Electric distributor, or write to 
the Home Bureau, General Electric Company, Bridgeport 2, 
Connecticut. 


The new Schvermann home and its General Electric Kitch- 
en made a deep impression on future home buyers of St. Louis, 
It includes: Dishwasher, Disposall®, Refrigerator, Electric 
Range, and Steel Cabinets. Think how this type of worksaving 


electric kitchen would stimulate sales of your houses! 


You om put your confidence in— 


GENERAL ELECTRIC 
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| Los Angeles 7, California 
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More ond more builders whe 
American. Stondard Heat- 
ng Equipment ond Plumbing 
Fixtures, are finding this fact 
rapa selling point to stress 
their own advertising. It 
tells the public that only the 
best products were att, 
creates confidence in 
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There's American-Stondord 
Heoting Equipment to suit 
every job you build. The line 
is complete . includes 
Boilers, Warm Air Furnace: 
and Winter Air 
for homes of all sizes—for 
coal, oi!, or gas. Alse Radiators 
Convectors, Baseboard Redient 
Panels, Oi! Burners, Domestic 


Water 
Heaters and Accessories 


AND JouRNAT 
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Plumbing Fixtures in our homes is 
a powerful aid to sales,” 


reports Los Angeles builder 


INCE the end of World War I, Bollen- 
bacher and Kelton, Inc., Los Angeles 
builders, have developed 20 major tracts in 
Los Angeles County. The developments, 
known as Allied Gardens, are comprised of 
some 4700 two and three bedroom houses— 
all American-Standard equipped. These 
builders feel that the use of American- 
Standard products in their developments is 
a large contributing factor in the wide pub- 
lic acceptance of the homes. i 
“Moreover,” says Mr. Walter Bollen- 
bacher, president of the firm, “the use of . 
American-Standard products has, we feel, 
added to this firm’s reputation for always 
striving for the highest quality of materials ; 
and construction.” { 
More and more builders all over the coun- 
try are depending upon American-Standard i 
Plumbing Fixtures and Heating Equipment : 
to help make fast sales . . . with minimum 
selling expense. The smart styling and skill- 
ful designing of American-Standard pro- 
ducts, their dependability and economy of 
maintenance, assure satisfied customers. 
American-Standard Plumbing Fixtures 
and Heating Equipment will add to the ’ 
salability of the structures you build, too. 
Whatever the type of structure you're 
building... whatever the budget . . . there 
are plumbing fixtures and heating equip- 
ment for your particular need in the com- 
plete American-Standard line. Ask your 
Heating and Plumbing Contractor about \ 
these reputable products. American Radi- i 
ator & Standard Sanitary Corporation, 
P. O. Box 1226, Pittsburgh 30, Pa. 


this 


first in plumbing 


AMERICAN-STANDARD AMERICAN BLOWER CHURCH SEATS DETROIT LUBRICATOR KEWANEE BOILERS ROSS HEATER TONAWANDA IRON 
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IN THIS BOOK 


SEND FOR 


What will the coming year hold for you 


in home-building opportunities? Will 
the new restrictions on financing get 
you down? How about shortages of 
materials? Labor? Home buying pros- 
pects who are shopping for bargains? 
You may find the answers to these prob- 
lems in a National Homes dealership. 
As the nation’s largest producer of pre- 
fabricated homes, National has unprece- 


dented purchasing, manufacturing and 


EASTERN PLANT... 


Dept. NR... Lafayette, Indiana, U.S.A. 
HORSEHEADS, NEW YORK 


NATION'S LARGEST PRODUCERS OF PREFABRICATED HOMES 


La 


finaneing resources. Think what this 
can mean to you during the critical 
months ahead! 


Get the facts. Write for new illustrated 
brochure and details on how you may 
qualify for a National Homes franchise. 
It may well be the most important step 
in your life! 


CORPORATION 
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The 860 Lake Shere Drive apartments, 
25 stories high, two buildings, will 
have 288 mutual owners. 


Complete electric kitchens 
are specified for these apart- 
ments, including refrigera- 
tors, dishwashers and food 
waste disposers—and the 
range—of course, it’s 
ELECTRIC! 


// 
lectri Ra n g es, SAYS HERBERT S. GREENWALD 


“There is simply no question about the preference for electric cooking 
equipment today,” says Mr. Greenwald. “People know it is clean, fast, cool 
and dependable. It is a modern symbol of better living.” 


Mr. Greenwald speaks from experience as sponsor and managing agent 
of two modern cooperative apartments—both equipped with all-electric 
kitchens. 

Builders the country over have found that people prefer modern, automatic 
Electric Ranges. 

ELECTRIC RANGE SECTION, National Electrical Manufacturers Association, 155 East 44th Street, New York 17, N. Y. 
ADMIRAL + COOLERATOR + CROSLEY + DEEPFREEZE + FRIGIDAIRE + GENERAL ELECTRIC + GIBSON + HOTPOINT 


KELVINATOR + LEDO MONARCH NORGE PRHILCO + UNIVERSAL WESTINGHOUSE 
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The Promontory, at 
5530 S. Shore Drive, is 
22 stories in heightand 
has 122 mutual owners. 
Both of these coopera- 
tive projects are under 
the same sponsorship, 
with all-electric equip- 
ment. 


OF CHICAGO 


YOURE HOUSES WITH 
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EGISTERED 


beauties from every point of view 
Look Inside 


interlocking wood 
mesh core provides 
dimensional stability 


Look Outside 


— plywood faces are 


| 
LookOnside 
standard 
thickness for un- 
surpassed rigidity 
strength 


at the Unconditional Guarantee | 
of Satisfaction 


» than four million installations and the 
world’s largest exclusive producer 
cell- flush doors. 


Is it any wonder that Paine Rezo is the door most 


specified, most demanded and most insisted upon 


by architects and contractors everywhere. See 
Sweet's File or write directly for data bulletin. 


ESTABLISHED 1853 


12 October, 


Government Officials Predict ‘51 
Housing Starts May Hit Million 


By RALPH H. CLEMENTS, Editor 


HE GOVERNMENT expects to permit some- 
where between 700,000 and 1,000,000 new homes 
to be built in 1951, the President’s top economic 
and housing advisers and administrators told dele- 
gates to the 32nd annual convention of the Mort- 
gage Bankers Association in Detroit September 28. 

Administrator Raymond M. Foley of the Housing 
and Home Finance Agency said he thought the new 

“regulation X”” would have as its objective a volume 
“under the 1949 total” of 1,037,000 starts, but how 
much under would depend on the demands of mobil 
ization, not yet determined. Leon H. Keyserling, 
Mr. Truman’s top economic adviser, said his guess 
would be volume “between 700,000 and 1,000,000.” 

The question bothering mortgage delegates is 
whether or not the credit curbs planned by the 
government will actually produce the housing that 
the bureaucrats say they want. Already FHA curbs 
have reduced applications 50%, they point out. In 
their zeal to reduce inflation. government policy 
makers may throw us into a deflationary spiral. 
especially in housing, many are saying. 

Charles T. Fisher, Jr.. newly appointed admini 
strator of the Office of Real Estate Credit, Federal 
Reserve System, re-assured the convention that his 
office would attempt to see that deflation would not 
result. He said in private conversations he thought 
new housing starts next year would be close to one 
million. 

Sherwin C. Badger, vice-president of the New 
England Mutual Life Insurance Company, Boston, 
— that the best way to stop inflation is for the 

Federal Reserve, through open market operations, to 
take funds out of the new money market by selling 
securities which it owns. The effect of this would 
cause interest rates to rise. “But this is contrary to 
what the U. S. Treasury wants it wants to see 
interest rates remain very low.” 

Keyserling, in answering this argument, said that 
raising interest rates might discourage investment 
in the very channels that need increased production. 

The Keyserling address drew the most comment 
from the convention delegates. and most of it was 
favorable. He said he believed we were not faced 
with an all-out war, nor with a series of perimeter 
skermishes, but that the most reasonable assumption 
is that we took Russia by surprise in our Korean 
stand, and that Russia now wants “the sleeping giant 
which has awakened” (the United States) to go back 
to sleep again. 

Keyserling said he believed we are in a “long 
hard pull.” and that we should attempt to keep our 
economic strength as the best preventive to all-out 
war. In the period from 1939 to 1944, he said. we 
increased our national production 75%. Our goal for 
the next five years, he said, should be to increase 
our national production by one-third that amount. 
or 25%. The fact that our mobilization plans call 
for three million men, as against twelve million 
men in 1944, means that we can keep going to a 
proportional — more of our peacetime economy 
than ever. He favors a pay-as-you go taxation pro 
gram to help stop inflation, but he said he foresees 
several years of strong inflationary tendencies due 


Please turn to page 18) 
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Window illustrated is made by Chicago and Riverdale 
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Lumber Company, Chicago 27, Illinois. 


just like a regular 
window. Easy to 
operate. Screens 
can be full length 
for ventilation 
from both top 
and bottom. 


Made only by LIBBEY-OWENS-FORD GLASS COMPANY 


Cuts Window Wash- 
ing in Half. Just 


two surfaces to 


wash —not four, 
as with storm 
sash. Hermetic 


seal keeps dirt 
from getting be- 
tween panes. 


44105 Nicholas Building, Toledo 3, Ohio 


October, 1950 


nsulating window 


sash! 


Looks like an ordinary double-hung 
window, doesn’t it? That's one of the 
good things about it—an imsulating 
window that not only looks like, but 
works like regular sash. 

But instead of having single panes, 
it is glazed with 7 hermopane* insulat- 
ing glass. With this kind of window, 
home owners can enjoy the extra 
comfort and fuel savings of double 
glazing without all the expense and 
bother of storm sash. Their window 
insulation job is done, once-and-for- 
all, when the house is built. 

That’s a real plus-value you can 
build into houses—a value that helps 
sell houses—a value that keeps home 
owners satisfied for years to come. 

Provide this modern kind of glaz- 
ing, Thermopane double glazing, for 
every window of your houses. Re- 
member, with 7hermopane, there are 
no storm sash to buy, no expense for 
fitting them, painting them, hanging 
them. 

Thermopane is made in more than 
80 standard sizes, as well as special 
sizes, for use in all types of sash 
double-hung, casement, picture win- 
dows and other styles—made of 
either wood or metal. Within certain 
size limitations, you can use 7 hermo- 
pane made of 1/8” plate glass or 
double-strength window glass— the 
unit being only 1/2” thick. Your 
L‘O:F Distributor can furnish full 
information. Or write to Libbey: 
Owens’Ford. 


Year-round Insulo- 
tion. 7 hermopane 
windows keep 
rooms more com- 
fortable, save on 
fuel bills, reduce 
frost and fog- 
ging. In summer, 
they help keep 


rooms cooler, 
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America’ 
Once your houses are built, what are the steps 
you must take to sell them? In a nutshell, r 
here’s how: Get people in to see your houses. ’ circulated among thousands of im- 


In Mesker’s magazine ad 


Impress them with what you have to offer. 


And keep them impressed ’til the contracts are 
signed. The Mesker Steel Casement Merchan- 
dising Plan helps you with every step of this 
sales campaign. In short, it helps you sell 
houses the fastest, simplest way at the lowest 
cost! That’s why it’s important for you to 
know about the Mesker Steel Casement Mer- 
chandising Pian. Call your Mesker Distributor, ‘ 
For your display house visitors to 


or send in the coupon from this ad. Do it now! take along, reminding them of your 
name and the many advantages of 
a house equipped with Mesker Steel 
Casements! 


Depending on the size of your os Cleverly-designed affixed to 
development we run newspaper \ your casement windows without furs 


ads promoting it to prospects 
right in your own community. : é ts are America’s finest! 
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Yes, build traffic! Get more 
people into your houses. Re- 
gardless of the market, good 
times or bad, more prospects will 
bring you quicker sales, higher 
profits. Builders who consistently make money 
know this. They concentrate on traffic . . . lots 
of it! It’s the quickest way to bring home the 
profits and get their cash ready for new projects. 
The Mesker Steel Casement Merchandising 
Plan is designed to help you do just that! 


AMERICAN HOMES, Tucson, Arizona + 2110 Musker Steel Casement Equipped Homes 
Architect: Don M t, Tucson + Contractor: American Hoaves, Tucson + Mesker Sales Engineers: Tucson Gloss & Mirror Co... Tucson 


EASY, SAFE TO WASH 


from inside the house! A feature 
every woman loves. No stretching, 
no straining, no dangerous hanging 
out of window! 


...®o man likes to keep painting 
outaide screens. Inside screens easy 
to put up and take down, though 
most owners leave up year ‘round! 


+4 EASY OPENING — CLOSING 


with automobile-type “Mesker- 
Rotor” Operator. No tugging, nor 
a straining! Especially appreciated 

on windows over kitchen sink. 


“CATCH THE BREEZE” VENTS 


Ideal when owner wants to “scoop 
in” the summer breezes. Lots more 
ventilation than possible with con- 


ventional double-hung windows! 


Once you've installed Mesker Casements, this 
Merchandising Plan goes a long way toward 
helping you sell your houses with the least 
effort and expense. The casements themselves 
are up to 10 per cent stronger, and they close 
tight. Mesker Casements are highest quality, 
and usually one of the lowest cost residential 
windows available! And the Mesker Steel Case- 
ment Merchandising Plan is a heads-up idea 
that helps you make high-profit sales faster. 
Investigate NOW! 


MAIL THIS CoUPON NOW! 


BROTHERS 4348 GERALDINE ~ ST.LOUIS 15, MO. 


Please rush us, without obligation, complete information on the 
Mesker’s Steel Casement Merchandising Plan for builders! 


Company 
Individual 
Street Address 


City State 


NAJ100 
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At last! The simplest high 
d shower fitting 


ever devised... NEW Truart 
WALL SURFACE FITTING 


_ NOW BRINGS you the most 
modern, easy-to-install wall surface 
fitting ever made. Good-looking—the 
gleaming, exposed surfaces are chromium 
plated! No temporary roughing nipples 
are needed. After the wall is completed, 
the rough copper tubing is saw-cut to 
no threading, you 
simply slip fitting over the tubing and 
solder the joints. Safe! Exposed valves 


desired length 


reduce the possibility of leaks within the 
wall... 
twice as quick! Better make sure you 


make servicing twice as easy, 


have this new Briggs fitting in stock . . . 


order today ... and make way for sales! 


16 


grade tub an 


Illustrated are: T-8005 Truart combi- 
nation bath and shower fitting for copper 
tube solder joint with automatic diverter in 
spout, Everkleer self cleaning shower head 


with ball joint shower arm and flange. 


T-8410 Truart 115" jiffy pop-up drain. 


simple to rough-in 
easy to install 
streamlined 

safe and sanitary 
top-performance 


low cost 


VALVE BODY SOLDERED 
TO NIPPLES 

ASBESTOS WALL SHIELD 

NIPPLES SOLDERED, 1 
TO TEMPLATE 


All roughing and finishing parts included with 
wall surface fitting. Write for free folder con- 
taining roughing-in dimensions and other data. 


BRIGGS 
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No wonder the d 


emand is so great! NEW 


VITREOUS CHINA CLOSETS offer unequaled value! 


CARLTON VITREOUS CHINA CLOSETS— 
For 12-in. roughing-in. Full syphon jet 
free-standing unit. B-6400 (illustrated) 
close-coupled combination with regular, 
extended shelf bowl. Also available in elon- 
gated front extended shelf bowl model. 


DUKE VITREOUS 
CHINA CLOSETS— 
For 12-in. roughing- 
in. Close-coupled, 
washdown, syphon 
action combination. 
B-6430 (illustrated). 


EARL VITREOUS 
CHINA CLOSETS— 

For 14-in. rough- 
ing-in. Syphon ae- 
tionwashdown bow! 
with 2-in. rear spud. 
B-6440 (illustrated). 


RAJAH VITREOUS 
CHINA FLUSH 
VALVE CLOSET— 
For 12-in. roughing- 
in. Round front 
washdown bowl, 
1\4-in. rear spud. 
B-6550 (illustrated). 


Why Briggs Beautyware vitreous china closets are better .. . 


* Colors! Four beautiful pastel shades: sandstone, sky blue, 


sea green, ivory as well as sparkling white! 


* Large water area, deep seal, self-draining jet! 


* New, modern designs engineered for trouble-free operation! 


CARLTON VITREOUS CHINA FLUSH 
VALVE CLOSETS—For 10-in. roughing-in. 
Syphon jet bowl with 1',-in. top spud. 
B-6512 (illustrated) has elongated front 
bowl Also available with round front bowl. 


Newly designed Briggs Beautyware Vitreous China Urinals are 
now available in four different types and sizes. Complete infor- 
mation available on request about these models . . 


(flat back wall), CLIFTON (pedestal), SPARTAN (floor stall), 


LAWTON (wall stall). 


. PENNTON 
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PRINCE VITREOUS CHINA CLOSETS— 
For 12-in. roughing-in. Round front ex- 
tended shelf bowl. Reverse trap close- 
coupled combination, free-standing model. 
B-6420 (illustrated). 


Interior view of Briggs Syphon Jet Closet 
Tank reveals latest design Anti-Syphon 
quiet operating flushing mechanism. 
‘This positive shut-off balleock incorpo- 
rates the latest type volume regulator, 
triple seal rubber ball, 1)4-inch over- 
flow tank valve, large refill tube and 
positive quiet action at high or low 
pressures. Every part quality engineered 
for lasting dependability. 


BRIGGS MANUFACTURING CO. 


3001 MILLER, DETROIT 11, MICHIGAN 


Cope, 1950 MFG. CO. 
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The cleaner home . . . the well-ventilated home 
. is the home that sells. The new Westinghouse 
Poweraire Home Ventilator, with the Air-Injector 
Grille, will help to keep your home bright and 
clean. It can completely change the air in an 
average kitchen every TWO MINUTES. 


LOOK AT THESE ADDITIONAL FEATURES! 


@ Modern streamlined design 


* White, snap-on, Air-injector grille 


@ Insulated outside door * Easy to clean 
®@ Easy to install in practically * Single pull-chain contro! 
any wall thickness * Economical to operate 


WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division, Dept. A ¢ Springfield 2, Mass. 
M. Reg. U. S. Pat, 


FOR ADDITIONAL INFORMATION 


i REQUEST FOR HOME VENTILATOR INFORMATION 
1 
cup AND Name 
MAIL THIS 1 Address 
ON 
couP : WESTINGHOUSE ELECTRIC CORPORATION 
LONE A Appliance Div., Dept. A, Springfield 2, Mass. 


YOU CAN BE SURE. 
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| elected president. 


| Government Officials 


(Continued from page 12) 


| to the mal-adjustments of war expenditures in rela 
| tion to curbs and controls. 

Rodney Lockwood, past-president of the Nationa! 
Association of Home Builders. charged in a stirring 
speech that more subsidized and co-operative housing 
is coming from the “career men in collectivism” and 
not from the American people, 

Milton T. MacDonald of Jersey City, N. J.. was 


$312 Million In-Town Apartments 


7 


\ ANY BUILDERS and property managers find 
LVHoa constant demand for up-to-date “downtown” 
apartment properties. This demand has resulted in 
much extensive modernization and new apartment 
starts in recent months. Despite any apparent draw 


backs such as lack of on-street parking and the 
noise of congested business sections many people 


prefer living near the business districts of their city. 

With the construction of the year-round, au 
conditioned Essex House in downtown Indianapolis. 
additional modern in-town residential property is 
being built to meet such a preference. 

The 14-story, 390-unit apartment building will 
be constructed with reinforced concrete and will 
have exterior facings of buff brick and Virgimia 
greenstone. Aluminum French windows are being 
used throughout. Tile baths are being installed in 
the 26 one-bedroom units and in the efficiency units. 

The building. constructed on a 20,000-square-foot 
site, will have shops. restaurant. drug store. and 
office space on the ground floor. The rental schedule 
for the apartments has not yet been established but 
the developers estimate that they will be in the S90 
per month bracket. 

The project was planned and developed by the 
Warner-Kanter & Company. realty firm of Birming 
ham, Alabama. Local construction work is being 
done by the J. L. Simmons Company, Inc.. and the 
Russ and Harrison architectural firm designed the 
structure. 
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mes, Inc. FINDS \ 


New Century Ho 


ightweight . . . 

“Sq Compact . . S° Lig 

WE SHIP A COMPLETE PACKAGED 
VAN-PACKER CHIMNEY 

WITH EVERY HOUSE 


Mr. John T. King, President, New Century Homes, 
Inc. says, “A Van-Packer Chimney saves valuable floor 
Complete parts for a Van-Packer chimney, including space. Installation is simple, fast, entails no mess. Our 
everything, being loaded ‘o ship with a new Ceniury — dealers use the Van-Packer not only on small homes but 


home. Builder installs chimney at exact moment it suits . 
J also on our larger ones with basements.” 


him best—saves time, money and mess. 


Whether you build conventionally or are a prefabricator, 
the time-saving, cost-saving, space-saving, mess-saving. 
BUILDERS and PREFABRICATORS: Write today features of Van-Packer Packaged Chimneys are the same. 
for complete details. We will quote on your There's nothing else to buy. All FHA requirements are 
specifications and the number of houses you met. You get faster mortgage payout. And your buyer 
‘plan to build or ship. There isadistributor near = gets a safer chimney with a better draft. What more could 


you for prompt service. you want! 
Uan-Packen 


CORPORATION 
130 WEST ADAMS STREET, CHICAGO 3, ILLINOIS 


* 
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Advertisement 


4 FRESH APPROACH TO AIR CONDITIONING: 


Builder uses Frigidaire window-type units to add a 


luxurious note to 284 moderate-rental apartments. 


Interior sketch shows how the builders unique installation takes advantage 
of the flexibility of Frigidaire window-type air conditioners. Though designed 
y 


for window installation, here these units are actually sealed into wal tpertures 


below the window — giving them an attractive, built-in uppearance, 


{susually installed, Frigidaire units 


ft easily into almost any double 
hung window. They're completely 
self-contained, require no drain or 
water connections, The Meter-Miser 
which powers them is exceptionally 
economical carries a special 0-year 


warranty Frigidaire’s larger model 


ae shown here, has almost twice the 


cooling capacity of the smaller 


Frigidaire air conditioner used in 


the Floral Park project 


LOCATION: Floral Park, L. L, N. Y. ab 
ROBERT METRICK CO., INC., Builder 
MAX M. SIMON, Architect 


Rentals will start at $58.50 a month in the new i, 
Childs Garden Apartments, Floral Park, L. 1. Yet F 
each of the 284 apartments will be Frigidaire air 


conditioned —at no extra cost to occupants. 
This is the result of an idea that may well } 
herald a new trend toward air conditioning low 4, 
and moderate rental apartment structures. if 
For Robert Metrick, builder of the 3!2 million f 
dollar project, has achieved low-cost air condi- + 
tioning through the use of 1,000 Frigidaire window 
air conditioners. 
These units will be installed in all bedrooms 
and living rooms of Childs Garden Apartments 
as well as in a larger development now being 
planned. 
From the viewpoint of cost, Metrick’s plan has L 
several big advantages. It avoids the expense of bp 


a large central system and elaborate duct work. 

It conditions only actual dwelling space — wasting 
no capacity on public halls, stairwells and similar 

space. Even within the apartment, air condition- 
ing is economically zoned. During daytime, the ; 
Frigidaire air conditioner in the bedroom may | 
be turned off. At night, occupants can easily turn 
off the living room unit and start the bedroom 
conditioner before retiring. 

More important. Metrick has kept costs low 
without sacrificing any part of his objective. For 
the Frigidaire units he is using supply air condi- 
tioning comparable to that provided by any other 
means. They not only cool air to desired temper- 
ature —thev also filter it, dry it. add fresh air, 


and circulate it throughout the room. 


Builder Metrick Tells Why 
He Chose Frigidaire 


“When it came to deciding which make of condi- 
tioner to use, we were convinced that Frigidaire 
offered the best all-round value. This conviction 
was based on three factors: 

“One — Frigidaire’s long experience in the field 
of refrigeration and air conditioning 

“Two — the attractive appearance of these 
Frigidaire Window Air Conditioners. 

“Three — the low-cost: operation for which 
Frigidaire Window Air Conditioners are noted 
This is undoubtedly due to their efficient Meter 


Miser refrigerating unit. and the faet that thes 


are built to General Motors standards of quality.” 
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The well-planned modern kitchens 
of the Childs Garden {partments 
7 he equipped with latest Frigid 
aire refrigerators. voeptional 
compact, this apartment model pro 
vides a full 6 cu. ft. of storage 
space ind many famous Frigid 


aire features. Larger 7.0 cu. ft 


models are also being used. 


thove: Exterior of Childs Garden Apartments, shou 

ing placement of Frigudaire windou air conditioners 
lt ismy conviction,” says Robert Metrick, the builder, 

“that air conditioning is the greatest drawing card in 


utracting and holding tenants today. 


Left: Floor plan reveals the amount of space eae h conditioner 
will handle {though the Frigidaire window conditioners used 
are only 27%" wide, 20'," deep, and 14'4" high. they will 


condition reoms up to 2o0 square feet — processing rat the 


ate of about LOO culne feet per minute 


kor complete information on Frigidaire Air Conditioners and 
Home Appliances, call your Frigidaire Dealer, Distributor or 
Factory Branch. Look for name in the Yellow Pages of vour 
phone book. Or write Frigidaire Division of General Motors, 
Davton 1, Ohio. In Canada, Leaside 12, Ontario. 


FRIGIDAIRE 


Air Conditioning 


Electric Ranges * Home Laundry Equipment + Electric Water Heaters 
Electric Dehumidifiers + Kitchen Cabinets and Sinks 
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WINDOW 
UNIT 


(VERTICAL SLIDE) 


A durable, cust-resisting Armco Metal, factory-assembled, 
factory-painted window unit that includes glass, screen, 
weather stripping, wood or metal installation members 
ond self-storing insulating sash. (Optional). 


| | A BETTER WINDOW “BUY" FROM EVERY ANGLE! 


GIVES THE HOMEOWNER THESE BENEFITS 


. Made of strong, tubular, hot- 5. No weights, cords or balances. 
| dipped galvanized Armco Ingot 
Iron Zincgrip, Bonderized and 
finished with baked-on enamel. 


. Slide freely—never stick or bind. 


. Waterproof felt weather stripping. 


. Glass and screen panels removable — g 


om . Lumite plastic screen—eliminates 
from inside for easy washing. 


streaking—never needs painting. 


. No screens or storm sash to buy. 


9. Automatic locking in closed and 
. Magic Panel ventilation control. ventilating positions. 


> 


GIVES THE BUILDER THESE ADVANTAGES 


. A quality product, competitive with the lowest price window unit on the market. 


. No field painting (except wood trim—when used). 


Nw 


. No on-the-job glazing. 


. No on-the-job refitting. 


. Installed in /ess than 50 


of the time required for ordinary window units. 


A home with Rusco Prime Windows is a home that has 
greater appeal... lower maintenance .. . increased 
comfort, convenience and safety. The Rusco Distributor 
in your area can give you complete information or 
you can secure it by writing direct. 


THE F.C. RUSSELL CO. 


DEPARTMENT 7-NR 100 CLEVELAND 1, OHIO 


WORLD'S LARGEST MANUFACTURER OF 
Orrcnc COMBINATION WINDOWS 
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The Washington Column 


The Government, in its desire to 
| curtail inflation, may be about to 
| make housing the “scapegoat” of 
| the emergency and as a result may 
create the most serious deflation- 
| ary spiral in the nation’s economy. 
That's what Thomas P. Coogan, 
president of NAHB, told the Mort- 
gage Bankers Legion, honorary or- 
ganization of the Mortgage Bank- 
ers Association of America. 

Coogan said that what the fed- 
eral government ought to do is stick 
by the mortgage credit controls it 
made in July which affected FHA 
and VA loans, give them sufficient 
time to see what effect they would 
have in curtailing use of the mate- 
rials in what he admitted was over 
building during the first half of the 
vear. If this could be done, he said, 
| it would accomplish what is de 
| sired in making all needed mate- 
rials available for the defense 
effort yet, at the same time, not 
entirely stop new building. 


| WA's freeze of “reasonable” 
value, while wages. materials, and 
other costs are unfrozen, is putting 
the squeeze on builders in many 
cities, especially those building 
houses for veterans. A survey in 
St. Louis indicates that over-all 
building costs have jumped at least 
8% since July 1. 


A reminder: Under new regula 
tions, FHA can cancel without no 
tice any commitment on proposed 
construction which has been out- 
standing more than 60 days and 
on which construction has not been 
started. 


Huge Demand for 


Journal “War” Message 


Since “War... And Your Plans 
for a New Home” appeared on 
page 29 of the September issue of 
the JouRNAL, scores of requests 
have been received from readers 
for extra copies. 

In order that readers may send 
copies of this popular article to 
their clients and prospects, the 
TouRNAL is making reprints avail 
able. 

Reprints will be printed in two 
colors on a light paper stock suit 
able for folding and mailing. The 
reprints may be obtained from the 
427 Sixth Avenue S.E.. 
Cedar Rapids. Iowa, at the follow 
ing costs. LO copies, 70c; 100 cop 
ies, $2.75; 1,000 copies $21. 
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Sell FOUR Times the Houses 
with NO INCREASE in Capital 


Triple your profits on new homes, land, 
financing with the P & H Builder Plan 


You can solve today’s critical supply, cost and delivery problems, Follow the reliable 
realtors and builders who are tripling their earnings through the P & H Builder Profit 


Plan. Here 1s an integrated sales, construction and finance program that will boost your 


earnings, cut your risks, help you meet all competition. 


You can be sure of on time deliveries, steady prices, volume sales. Your own site and 


subcontracting costs will be low, for P & H homes are shipped 83% oes 


Share the cost savings of prefabrication, yet sell a quality home. No other prefabri- 


cated home is designed primarily for volume projects . . . offering infinite variations in 


design, materials and color. Buyers recognize P & H dependability, economy and indi- 


viduality. Loan agencies recognize the lasting durability of P & H construction and 


conservative architect design. You gain higher valuations, lower down payments, faster 


sales, higher profits. And, if local financing is limited, P & H can help you get construc- 


PH-4, 2 br. brick ond siding tion loans or long term mortgages. 


Alert realtors and builders everywhere are solving their profit problems the P & H 
way. For your guide to continuing home building profits in 1951, write P & H today 


HOUSES DIVISION ¢ 1150 SPRING STREET @ PORT WASHINGTON, WISCONSIN 
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THE CRANE DIANA LAVATORY, of vitreous china, 
in white and eight Crane colors. Chromium-plated 
trim includes easy-to-operate Dial-ese controls. Towel 
bars optional. Sizes: 24, 27, 33 inches. Consult your 


Styled to match the Diana Lavatory: Crane Branch or Crane Wholesaler. 


Criterton Closet, Criterion Bathtub. 


CRANE CO., GENERAL OFFICES: 
836 S. MICHIGAN AVE., CHICAGO 5 
PLUMBING AND HEATING 
FA EF ES * FUT TICS PIPE 
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Helping to Set the Pace 


WwW N you pull hard on the reins of a galloping horse, will you 
bring it to a complete stop, slow it down to a walk, or settle 
it down to a brisk trot? 

That is the question which confronts the makers and admin 
strators of “Regulation X.”’ which is expected to be announced by 
the time you read this. 

Credit curbs are not precise in their results. No one can accu 
ately forecast how many homes will be built by a specific increase 
in down payment restrictions or loan requirements. 

I have talked with many men who have a voice in Regulation 
X or will have the job of administering it. They all realize the 
indirectness of the tool with which they have to work. They say 
emphatically that they wish to make possible as much home build 
ing next year as our fight against inflation and the threat of 
Communism will permit. They want a strong industrial economy 
as a bulwark against all-out war. They recognize the danger of 
a deflationary spiral, just as they see the threat of creeping or run 
away inflation. 

These men say they want the co-operation of the industry to 
help see that they are putting just the right amount of pressure 
on the reins of their gallo ing horse 

That sort of attitude calls for an equal show of good faith from 
the industry. 

Many builders and mortgage bankers are pointing to the fact 
that the July curbs already th reduced home building starts 
under FHA by 50%, and are saying that further restrictions will 
be disastrous. 

Perhaps we should wait and see. Let's be fair. Let's be sure of 
our facts. Other elements besides the July credit restrictions 
entered into the recent reduction of home building starts. To cite 
one: Many home builders had a good profit year, come autumn. 
With taxes raised for the last part of the year, they saw little 
reason to risk the uncertainties of markets and materials to gain 
a doubtful increase in their net after income tax, 

With the Korean situation cleared, with the market more 
settled, with the public’s buying psychology more easily gauged, 
with a new tax year ahead and the need to keep active, let’s see 
what Regulation X (whatever it may turn out to be) will actually 
do to home builders’ and home buyers’ plans. Let's try to make 
accurate surveys and get factual data. 

To get the pace that you want from a horse, you must know 
how to drive and you must know your horse.We are not in the 
driver's seat. Because of unfortunate experiences the past, 
we don't even have too much faith in those who hold the reins 
But we do know or should know the “horse.” We have been told 
we can advise the driver. Let's take that opportunity to do an 
— unprejudiced job 


et’s save our criticisms and our crying if any until we 
are sure of our facts. Only in that way can we expect to get the 
results that we all want a steady, dependable, and maximum 


with-safety gait from the horse 
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with a bang, with an interrupting head 


‘t overwork the word “beautiful” 


with a line that prompts action 


Don't splurge on Sundays at weekdays’ expense 


Use brand names of equipment 


Give yourself time to write good ads 


L. W. Averill, The Sacramento (California) Bee 
George P. Bailey, Cleveland Plain Dealer 
W. R. Blend, Chicago Tribune 

John P. Callahan, Jr., Trenton Times Newspapers 
Walter 8. Campbell, Detroit Free Press 

L. H. Egbert, The Salt Lake Tribune 

E. R. Garter, Madison (Wisconsin) Newspapers, Inc. 


J. H. Hopkins, Philadephia Inquirer 


Write Human Interest Copy 
By W. R. BLEND, Chicago Tribune 


E HAVE a slogan, “The natural way makes 
want ads pay.” We mean just that. If realtors 
will write their ads naturally, they will increase re 
sults materially. Under this method, “landscaping” 
becomes ‘“‘a blue spruce at the front door,” a “six 
room house” becomes “just the place for mom and 
the kids.” A “modern kitchen” becomes “a sunlit ca 
nary kitchen with handy storage cabinets and cozy 
breakfast nook.” To get full value from his ad, the 
realtor should talk in terms which readers understand. 
More and more we are coming to the belief that 
usage, not text books, makes a language. How does 
this affect want ads? Let's compare a stereotyped ad 
and a conversation between two persons on the sub 
ject of a house for sale. 

A man on the way to his office meets a friend who 
might be a good prospect. Imagine the house owner 
saying to his friend, “Mr. Smith, I have a home for 
a discriminating buyer. six-room brick. three bed 
rooms, two-car garage, hot water heat, landscaped 
yard, good transportation; see me for appointment.” 
Certainly Smith would think this was some sort of a 
gag and would wonder what in the world his friend 
was talking about. Yet that is exactly the practice 
too many brokers use to sell $15,000, $25,000 and 
even $50,000 homes, farms, and apartment buildings. 

Now let's see what our friend, the home owner. 
might say. “Hi, Bob. Still living in those cramped 
quarters you were telling me about the other day? 
Maybe we can make a deal. The boss is transferring 
me to California in 60 days and ['m putting that six 


Newspaper classified advertising managers parti: 
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4 Liven it up with vivid words * 
— 
Tell it from the reader’ 
's 
what the home does for the buyer 
ick out the “different”. virtues 
ude a few drawbacks 
eo ly write it before putting it on paper 
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dowsn't sell. milk — they 
sell healthy babies. Don't just sell Ay 
real estate, Sell the by-products of 
home ownership — pride, security, 

happiness.” 


mai How To Improve Your 


q on 
“The natural ad is handshake 
the stilted ad a snub. The reader 
isn't interested in what the owner 
a wants. He's interested only in what 
ting in the Journal’s exclusive panel discussion: 
Be Charles W. Horn, Los Angeles Examiner 
George LaFavre, San Francisco Examiner ; 
G. B. Morgan, Nashville Banner 
H. C. McLain, The (Portland) Oregonian A de od nd 
. lines may not save you one line. it 
$ C. F. Murtaugh, The Indianapolis Star may waste five lines.” 
George Saltzgiver, Omaha World-Herald 
A. P. Vaughan, The Dallas Morning News 
| J. H. Ward, The (Jacksonville) Florida Times-Union 
room house of mine on the market. I wish you and 
Mary would come up and see those nice large rooms “Every real estate man knows 
before we get our furniture crated up. There are three in his sales talk he uses the ‘rea 


bedrooms with a lot of light and air, and a kitchen why’ an owner is selling. Why not 
that I put more money into than I'll ever get back. 
I know you'll be crazy about the place. I'd like to show it advantageously in 
you the heating plant... gas, if you please. Always 
warm and no ashes to monkey with. It’s just a five 
minute walk to the station and I get down town from 
:lmdale as fast as you do from your apartment in 
the city. We're mightly proud of our local schools, 
too, and I'm sure the whole thing would mean a lot 
to Mary and the youngsters.” 
This is what you might call a talking want ad. It 
is natural conversation and, with a few revisions, 


woud make an interesting and effective appeal to “Don't fit houses to buyers. Write 

each ad to ferret out the right type 
ie thing that particularly amazes me ts that while 

realtors could get more results at less cost by using * buyer for ay ea y- Put punch 

the natural approach, many of them consider ad the very first . 


writing a necessary evil and give it little time and 
less thought. And, incidentally, if listing salesmen 
are trained to do a more thorough job on their listing 
cards, it will be a definite contribution to good adver 


tising. It’s mighty hard for anyone to write a hooper 
do of a want ad when they don’t know what they are 
writing about. 

Few classified sections permit any sort of illustra 
tion, so words must paint a picture for the reader. 
With — human COPY “if you want your ads to pull, de 
cnce lw reader Tees ¢ 0 a > 
natural ad is a handshake . . . the stilted ad a snub. names where pouiste ~~ create vivid 
Some advertisers even say such things as, “Our client headlines that sing! 


wants $15.000 for this property. Don’t answer unless 
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(CONVENTIONAL) 


IN BEAUTIFUL PARK KNOL] 


Here’s a bargain you can’t pass up. Charming all brick, center 
hall colonial residence on beautifully landscaped lot; modern 
kitchen recently redecorated, bkrst. nook, 3 bdrms., bath up, 
liv. rm., din. rm., bedrm. convertable to den, bath down. 2-car 
garage. White picket fence and shutters. Insulated. Full base 
ment. A-l neighborhood. Owner wants $35,000. If you're inter 
ested, phone today for appointment. Tomorrow may be too late 


I. M. Jones, Realtor-Builder 


(BETTER) ALI. THE ELEGANCE FOR SERENE LIVING 


You'll remember this home if vou ever saw it on Creighton 
Avenue. Styled in Colonial architecture, the two stories of deep 
red brick give a warm contrast to gleaming white shutters, set 
off by the gracefully landscaped lawn. A white picket fence 
surrounds a secluded terrace that’s just the place to entertain 
friends on summer evenings. Off the entrance hall a restful, 
richly decorated living room. There's a sunlit dining room just 
a step or two from a kitchen that’s been newly equipped with 
ABC cabinets. Besides the three sun-flooded bedrooms and tiled 
bath upstairs, there's a bedroom downstairs that can be used 
as a den. And a downstairs bath. The full basement can easily 
be converted into a play room. Owner is being transferred to 
Duluth and is asking only $35,000. See this today! 


I. M. Jones, Realtor-Builder 
Congress 24561 


(CONVENTIONAL) 


For Sale: One story house on Oak Hill Drive. Tiny. but not 
cramped. Lyg rm 19°3" x 16°, dng nk x bdrms 10°2” 
x x 10° all modern kitchen 7°6” x 12°6” 
Attached garage. On nicely landscaped 100° lot. Redwood siding 
and cedar shingled roof. Screens, storm windows, insulation 
oil heat. All vou have to do is hire a moving van. This is too 
good a buy to give out the exact address, but we'll show it to 
you by appt. if vou are seriously interested, Call Ho Ro Brown 
Phone No. 6382 


(BETTER) CHARMING WORK SAVER 


Any young mother would be delighted with the step saving de 
sign of this modern cottage on Oak Hill Drive. Everything from 
the ingenious floor plan to the wall surfaces and handy closets 
saves steps and labor. Yet there is room for abundant living for 
the growing family, too. Five sun-bathed rooms with a glorious 
view overlooking a wooded hill. The living room (15%,° x 16’ 
has a corner window framed with flowers. Three bedrooms, one 
just right for a nursery or play-room. The tiled kitchen has a 
cozy dining alcove. No basement stairs to climb the laundry 
and storage room is just off the kitchen. Only two blocks from 
schools and shops. XYZ insulated. ABC heat. First cost and 
upkeep will please skimped purses. You'll brag about this house 
to vour friends 

H. BR. Brown Co., Realtors Builders 
Phone 6382 


you are in earnest. Evenings by appointment only.’ 

That's what we call a “slap-in-the-face” type of 
ad. The reader is not interested in what the owner 
wants. He is interested only in what he wants. 

So, Mr. Broker, may I suggest that you put these 
little copy ad reminders on the desk in front of you 
“The more naturally you tell it, the easier you sell 
~ and also “The more you tell, the quicker yoy 
sell. 


Hit the Emotional Appeals 
By C. W. HORN, Los Angeles Examiner 


HOME or farm is usually the largest single ex 

penditure made by the average family in a life 
time. Decisions to buy real estate are not made on 
the spur of the moment. Sometimes, years are con 
sumed by families in reading and checking locations, 
prices, and values in the classified columns before 
the decision to buy materializes in the actual pur 
chase of real estate. 

Newspapers want all advertisers to be successful 
advertisers. While some advertisers get meager re 
turns, other advertisers get more than their “share.” 
That’s because readers today are more selective than 
they ever have been before. They are just as eager 
to buy, but they are analyzing advertising offers more 
carefully than they used to. 

When poorly prepared ads fail to bring results, the 
first thought of the advertiser usually is to blame the 
newspaper, and cut advertising appropriations. But 
no real estate firm can economize its way to increased 
sales, any more than such a firm could succeed by 
cutting down its sales staff. 

When advertising inquiries begin to fall off, it’s 
time to check advertising fundamentals . . . the brok 
er’s own ability to write effective advertising. The 
best way to cut advertising costs and increase results 
is to write better ads. 

Advertising is an emotional appeal more than an 
appeal to reason. 

Realtors should study the many emotional appeal 
factors which can be used to stimulate buying action, 
There are scores of basic emotional drives that impel 
people to buy. to select one ad while they reject oth 
ers. 

Realtors are not only in the business of selling real 
state, but also of selling the by-products of real estate 
ownership, as visualized by the prospective purchas 
er. To compose an ad that lives, you have to hit the 
reader where he lives . . . in his emotional centers. 

When a young lady buys a $39.50 frock, she de 
sires style and value. of course. But the real reason 
she spends a week's pay on a dress is that she wants 
to see a certain look in the eye of a particular guy at 
the dance Saturday might. 

The best advertising sells primarily an idea that 
hits the emotional centers. When Sunkist stopped 
selling oranges and sold acidosis, they hit such a tar 
get. When Carnation stopped selling milk and sold 


healthy babies. they hit a definite segment of the 


target. When Simmons stopped selling beds and sold 
sleep, they hit another area of primitive appeal. 
When Mazda quit selling bulbs and sold good eye 
sight, they did the same thing. To sell cold cream. 
copy writers talk a hot date. Insurance is no longer 
sold as something to protect widows, but as something 
that will take care of us in our old age 

No matter what the basic appeal. no matter what 
we are selling. we are dealing with the same thing. 
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what science calls the “suggestibility of the human 
mind.” This is the area where realtors can vastly im 
prove their copy and selling techniques. The realtor 
must recognize the element of competition within 
the classified columns. The only way he can control 
it to his profit is by writing the kind of copy that 
prospects will respond to emotionally 


Take Time to Prepare Your Ads 
By WALTER S. CAMPBELL, Detroit Free Press 


T has long been the contention of classified adver 

tising people that real estate brokers are, as a rule, 
careless in both the approach to their classified ad 
vertising and the preparation of it. Too often, classi 
fied sales people will find on contacting the broker 
that he has given no thought to his next day's adver 
tising until reminded of it by the appearance of a 
newspaper representative 

We, of course, appreciate that advertising costs are 
an important item to most brokers, but that should 
not prevent the broker from trying to get some ort 
pred, into his ads. Classified real estate sections 
present column after column of stereotyped ads 
which read “six rooms. modern” etc.. and only occa 
sionally does one see an ad which, by its very de 
scription of the property, intrigues the looker 

Abbreviation is carried to the extreme in these ads 
I was recently looking for a house, and, in spite of 
my long experience in classified, had to inquire of a 
broker what the letters “GHAC” meant in an ad. The 
broker was amazed and so was I when I found that 
the letters meant “Gas heat. air conditioned.” 

A broker, in writing classified, should picture each 
ad as a salesman. He should give this salesman all 
the material possible to work with. He should give 
him a concise description of the house he has to sell 
He should remember that his ad must appeal to 
women and should make sure his ad mentioned the 
kitchen. I recently read a description of an ideal home 
selected by a women’s club. Half a column of that 
article was devoted to the kitchen 

My best advice to a broker would be to set aside a 
portion of each day for the preparation of his classi 
fied ads, fully write the description of the house he 
wants to advertise, find something interesting about 
it to headline his copy, and then edit it to make it as 
economical as possible without losing all its punch 


Avoid Abbreviations, Generalities 
By H. C. McLAIN, The Portland Oregonian 


AY Y GENERAL criticism of most real estate ads is 
| lack of imagination in the headline and lack of 
“sell” in the copy 

One need not be a literary genius to write inter 
esting, action-compelling, home-selling copy. Actual 
ly. the art of good real estate copy writing can be 
quickly mastered by anyone who will keep the fol 
lowing simple formula in mind 

1) “See” the property. This means more than a 
simple physical appraisat. To “see” a property, you 
approach it with an open imagination. searching for 
the plus values and the special benefits 

2) Give pertinent facts such as price, number of 
bedrooms, general location, type of architecture 

3) Mentally write the ad several times before vou 
put it on paper 


(CONVENTIONAL) 


Now tor sale: frame dwelling, 1) stories, on South Street 
nearly new, entrance hall, livg. rm., dng. rm., downstams bdrm 
can be made into study, electric kitchen, attached garage, brown 
roof, white siding. closets, stone fireplace, bathroom upstairs 
full basement, living room has 3-way exposure. Dining room 
has wallpaper and wainscoting. Living room has beamed ceal 
ings Hot air furnace, imsulated sturdy construction Everything 
modern. Newly renovated, See it today. Reasonable price. Phone 
Jones & Sons. Builders, for an appointment. Ask for Mr. Smith 


A FRIENDLY LITTLE HOME (BETTER) i 
You'll like everything about this inspired Cape Ann style home if 
on South Street everything from the simple little doorway 
to the plump chimney and shuttered windowpanes dormers 
that peek out from a tobacco brown gambrel roof And on 
side! A living room with }-way exposure off an entrance 2 
hall dadoes and balusters with a salty flavor as if built by 
seafaring men proud of their carpentry a bedroom down 4 
stairs that can double as a den dining room all electric ® 
kitchen and, at the top of the picturesque ship-stairs, two 4 
bedrooms and bath. RST furnace, DEF millwork, John Doe lino 
leum, USA imsulation. Priced at far less than replacement 
loners & Sons, Builders 
Phone 3041 
MAKE AN OFFER (CONVENTIONAL) 
Beautiful Monterey Modern on North side, excellent section 
On a 1,-acre landscaped lot. White brick, red shutters. Living 
rm. with fireplace, library, dining rm. with pic. window, tiled . 
kitchen with lots of cabinets. Maid’s room with bath off service ¥ 
porch, Upstairs, three beautiful bdrms., two tiled baths, fire f 


place. Attached garage. Newly decorated. Lovely view. Con 
venient location. Pre-war construction. Must be seen to be ap 
preciated. Green Company 


FOR DISCRIMINATING HOME OWNERS — (BETTER) 


Serenity, comfort, stability are offered in this Monterey Modern 
home on Woedheld Drive. Sturdy, clean, architectural lines 
make this two story home on a ty acre site a pattern for grace 
ful living. White painted brick gives an elegant contrast to the 
red-shuttered windows. Inside, a pine paneled hall leads to a 
massive living room with a fireplace that provides a cozy setting 
for cold winter nights. An adjoming library can be used for a 
'V room. Every bit of space in the kitchen is designed to take 
the drudgery out of housework. | pstair two baths and 
three extra-large bedrooms, one with a fireplace and a door that 
leads onto a balcony A handy room and bath downstairs be 
tween the house and garage. Low taxes and priced surprising], 
low. We'll be happy to give vou a personal tour, but better hurry! 


Green Company, Realtor 
Phone 4.2154 
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+) Start with a “bang.” Your headline should al- 
ways be the most interesting and startling benefit 
you can attribute to the property. Your text should 
“say it fast’ with simple words and lively verbs. 


5) Avoid excessive abbreviation. A six-line ad ab- ° 


breviated to five lines does not necessarily save you 
one line. It may waste five lines. 

6) Avoid trite expressions. For example, there are 
more than one hundred ways to describe beauty with- 
out using the poor, over-worked word “beautiful.” 

7) Avoid generalities. The chief function of your 
ad is to find a qualified prospect. Keep your copy 
positive and specific. 

The success pattern of the above formula has evolv- 
ed from many thousands of tested ads and tested 
campaigns. Wherever it is applied consistently and 
systematically, the realtor’s advertising cost runs less 
than 10% of his gross commission. Without question, 
a highly profitable operation. 


Avoid Negative Approaches 
By A. P. VAUGHAN, The Dallas Morning News 


PPHE BUILDER and subdivider who advertises and 

sells new homes, often finds it necessary to ad 
vertise and resell the homes of earlier buyers forced 
by circumstances to sell. In advertising these homes, 
the subdivider should be careful to avoid any state 
ment that might reflect upon value or desirability of 
his subdivision. 

This same principle applies not only to subdivi 
sions but to entire communities as well, where the 
composite of classified real estate advertising defi 
nitely affects the whole real estate market. 

Brokers intent upon making a sale often indulge 
in “scare” advertising, which, if persisted in by a 
comparative few, will depress the market. 

With every home offered for sale there can be de- 
veloped an interesting and plausible “reason why” 
the owner wishes to sell. Every real estate salesman 
knows that he uses the “reason why” in his sales talk. 
so why not use it advantageously in advertising? 


Put Punch in the First Line 
By O. S. WESPE, The Courier-Journal (Louisville) 


ih arent faults are many and varied, but 
they generally stem from inadequacy . . . in 
sufficient information advertising for prospects 
in an attempt to fit houses to buyers rather than the 
more direct method of ferreting out a buyer for each 
and every salable piece of property that is listed. 

Anyone engaged in selling real estate will find it 
easy to write good, effective, result-producing ad copy 
if he just keeps a few fundamental facts in mind. Di 
rect the ad message to the individual. Be specific. 
Tell the whole story, emphasizing the best features. 
Quote price whenever possible. Make answering as 
easy as you can, 

Now for a simple formula. Jot down all the facts 
and selling points about the property, including those 
that might appear unworthy of mention. Run a pen 
cil through all that should be left out things con 
sidered unimportant to the reader. Before starting to 
write, visualize the kind of family who would buy 
this particular home and decide what, to them, would 
be its salient feature. Mention this first to arouse in 
terest. Throw your “Sunday punch” in the very first 
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sentence. Follow with the other items in order of 
their importance. Conclude with an invitation to act 

. some subtle statement that leaves the reader with 
an “I must get busy on this” reaction. 


Balance Your Advertising Schedule 


By E. R. GARTER, Madison (Wisconsin) 
Newspapers, Inc. 


HE BIGGEST fault with most real estate classi- 

fied advertising is in poor copy. First, the descrip- 
tions are too meager and are mere statements of fact 
rather than good sales messages. The ads should be 
written to appeal to the reader rather than the ad- 
vertiser. Actually, these ads should be written to 
women, since they are quite instrumental in the de- 
cision to buy. 

All real estate ads should state price or terms, or 
both. Actual surveys show that better than 50% of 
the classified readers will not respond to an ad that 
leaves out this important factor. 

Another mistake made by many brokers is that 
they “splurg” on Sundays at the expense of the rest 
of the week’s advertising. Sunday advertising is good. 
but a broker can give better service and more indi- 
vidual attention to prospects if they come to him in 
an even, steady flow. To obtain this, his advertising 
must be consistent every day, instead of concentrated 
on any one day. 

If brokers will sit down with their classified adver 
tising manager of their local newspaper, I am sure 
they will find him most cooperative and helpful. He 
will be glad to offer good, sound criticism. Our busi- 
ness prospers when our advertisers prosper by the 
use of our medium, 


Stress Brand Names of Equipment 
By GEORGE SALTZGIVER, Omaha World-Herald 


Wt IN classified advertising consider our real es 
tate accounts as our most stable and most co- 
operative of all. Even if we want to discount this 
friendship and take a cold, impersonal view of real 
estate advertising today, we would be forced to call 
it good. But it could be improved. With perfection as 
a goal, I would suggest the following steps: 
Details are highly important to prospects. Give 
everything in that first ad. Tell those facts that you 
know so well how many rooms, how many baths, 
type of construction, age of building, convenience to 
schools, churches, stores, exact size of lot or acreage. 
These are just a few facts needed to arouse a pros 
pect’s interest. Why keep them a secret? 
Brand names are expensively supported by nation 
al advertising. Why not cash in on this and tell the 
reader exactly what he is buying — by brand names? 
Is it just roofing or a highly-publicized roofing? Is it 
just plumbing or a certain brand of top-flight plumb 
ing? Is it just guttering or traditionally expensive and 
long-lasting type? To take advantage of high-cost na 
tional advertising will appeal to many who like some 
thing extra from their classified investments. It’s free. 
Employ a copy writer who has advanced beyond 
the kindergarten stage. You will agree that each day 
we find triteness, dullness, repetitive foolishness in 
the classified sections everywhere. What is to be 
gained by advertising a home as brick, brick, brick . . . 
when there are 100 brick homes available in that 
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same edition? Here are a few other phrases just as 
meaningless: “charming duplex,” “bungalow”, and 
“move in.” 

How much better it would be to specify the exact 
kind of brick. And aren't all of the duplexes “charm 
ing” when they are up for sale? Why is “bungalow” 
so fascinating as a headline? And, in the last analy 
sis, most buyers expect to “move in.” 

If you want perfection, describe properties in de 
tail . . . use brand names when 
create vivid headlines that sing! All we promise in 
return are increased inquiries and sales. 


Visualize Your Reader's Wants 
By J. H. HOPKINS, Philadelphia Inquirer 


HREE cardinal faults of real estate advertising 

are abbreviations, lack of preparation, and the 
failure of the broker to picture the type of buyer to 
whom the property might appeal. 

The first fault — abbreviations is, in my opin 
ion, the most glaring. Many real estate men immedi- 
ately throw up a defensive barrier when a solicitor 
is “gunning” io more space, whereas a good solicitor 
is really interested in-getting results for the client. 
Many ads are so badly abbreviated that I defy any- 
one to correctly decipher their meaning. ; 

As for lack of preparation, many brokers wait un- 
til the last minute before a deadline to write an ad, 
hurriedly mention a few features, and then blame 
the newspaper for poor results. And on a repeat ad, 
the broker is often too busy to listen to an intelligent 
effort for making changes which will improve the 
copy. 

The third fault is that too many brokers “write to 
themselves” instead of trying to visualize the type of 
prospect to whom the property might appeal. Too 
many write copy that is out-moded, omitting glamor 
izing phrases and descriptions which would make the 
reader “want to own it.” 


Win Confidence by Mentioning Drawbacks 
By C. F. MURTAUGH, The Indianapolis Star 


HERE are three points which I believe are espe 
cially important to the improvement of classified 
real estate advertising. 

1) Describe the features of your listing which dis 
tinguish it from other properties. 

2) Build confidence in the reader by mentioning 
any drawback which a prospect will find when he 
inspects it. 

3) Be specific. Describe your listing fully. so that 
your best prospects will know definitely that your 
offering is the type they are seeking 


Don’t Write From a Listing Card 
By L. H. EGBERT, The Salt Lake Tribune 


NE large fault in real estate classified copy is 

writing the ad from a listing card instead of go 
ing out to see the house and lot. so a more detailed 
description can be written. 

To display each listing for the ease of the reader 
is important. The use of larger type and separating 
each listing with a white space makes the advertise 
ment easier to read and understand. 
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Appoint One Person to Write Ads 


By L. W. AVERILL, The Sacramento 
(California) Bee 


7) VERY realtor knows that classified advertising is 

‘4 his strong right arm for producing prospects, but 
every realtor does not give his copy the care and 
thought that he should to properly flex the muscle of 
that strong right arm. | thin the reason for this is 
that advertising is not properly organized within the 
realtor’s office. 

Description of property in a real estate ad very 
often produces the wrong kind of replies. Copy should 
be written to appeal to the class of buyer that will 
purchase the property. Copy for a $20,000 home 
should appeal to buyers in that market. There is no 
use in wasting the realtor’s advertising dollar with 
prospects seeking a $10,000 home 

Every realtor should have one person in his office 
responsible for his advertising. Salesmen then can 
give this person a complete description of the proper 
ty. This person should be able to compose ads and 
mark type and space. Very often this important serv 
ice can be handled by the information clerk, PBX 
operator, or a not-too-busy secretary. The important 
thing is that the person selected have a sincere inter 
est in advertising. Most newspapers will assist in the 
training of such a person. 


Use Your Newspaper’s Services 
By GEORGE BAILEY, Cleveland Plain Dealer 


O HIT a “bull’s eye” with every ad is too much 
to expect, but the percentage of “hits” will be 
high if certain tried and proven rules are followed. 
Keep in mind that the classified ad is directed to 
the attention of only one reader who is the one pros 
pect you are attempting to contact. Ordinary, routine 
copy will hardly encourage this prospect to do what 
you hoped for when you ordered the ad to answer 
it at once. 

Measure the effectiveness of every ad by the well 
known formula of AIDA. Make every ad invite AT 
TENTION, create INTEREST, stimulate DESIRE, 
and demand ACTION. 

Write every ad from the reader's point of view. 
Give him all the facts you would like to know if you 
were in his place. Here is where most classified ads 
fall down. Brevity can definitely be overdone. Don't 
send a boy to do a man’s job 

Give your very best thinking to the wording of 
your ad. Make your copy interesting, human, sincere, 
and truthful. The he th newspaper has on its staff 
experts in the use of proper words and phrases 
people familiar with oe estate terminology. Their 
assistance is yours for the asking 


Check Your Ad Result Periods 
By GEORGE B. MORGAN, Nashville Banner 


VINCE classified advertising is sought by the read 
K) er who already wants something, classified real 
estate ads should be fully descriptive, giving the facts 
that every prospect wants to know location, size, 
price, construction, architecture 

If the reader compares the property advertised 
with his already preconceived idea of what he wants, 
he should respond to the ad. Vagueness, understate 


(Please turn to page 48) 


1950 3] 


I 
1% 
4 
1 
| 
| 
: 
: 


Perry-Brown, Inc., bought the 70-year-old building at left, trans- 


formed it into 10.300 square feet of attractive, comfortable office { 
; quarters. The building has a replacement value of $100,000. ' 


Comparable space in downtown Cincinnati would average $3.50 


per square foot. The remodeling project took only four months 


Face Lifting 


for a 


‘White Elephant’ # 


wanted to move away 
from the congested business 
district into a suburban location 
They needed office space and lots 
of it * and — pat saad ili but they may be just right for conversion into handsome and com- 
ties eV Wi ed co ortable olf 
fice ters iling  fortable offices. The cost may be less than comparable downtown 
pay for at, but not $3.50 per square 
foot, average cost of downtown of 
fice space an example for property managers on how an “ugly duckling” can 
Perry Brown. Inc... Cimein 
nati advertising agency, asked 
Frederick A. Schmidt. Ine.. one of 
the city’s largest real estate and 


Rambling old residences may have outlived their role as houses, 


space and may offer more parking facilities, less congestion. Here’s 


be transformed into attractive offices for an advertising agency 


property management organiza activities of an advertising ayency tures turned rooms into brightly 
4} tions, to solve the problem. The But the building was 70 vears lit. up-to-the-minute office quar 
Schnudt firm went right to work. id. Although in good structural ters. The entrance hall was con 
A studied the agency's requirements ondition. it needed a new coat of verted into a handsome reception 
| found a rambling old residence in aint, new bathroom fixtures, new room. Bathrooms, dating back to 
an area zoned “Residential DL” loors in some rooms exten ISS80. were changed into attractive 
Perry Brown liked the location ive remodeling washrooms workers could appreci 
10 to 15 minutes from down \ four-month remodeling pro. ate. Servants’ quarters on the third 
town Cinciinats The residence ject Was begun The exterior ol flour were made Into a lounge for 
was ona side street, secluded from he house was given a new face. employees. A damp. drab — base 
the noise and heavy traffic of a Portico. shutters. trim were paint ment with two heating systems 
main thoroughfare. Including the d white to set off the brick of the | was transformed into a light. airy 
basement, the residence had four building. Evergreens were planted room housing a modern oil-fired . 
floors, each with 2700 square feet » screen off the stone foundation hot water heating svstem 
‘ ample room for a reception room On the inside. room space was Decorative plastic laminate. 
] private offices. conference rooms. kept largely as it was. but pain! manufactured by Formica Com 
and other space for the diversified — wallpaper. modern lighting fix pany of Cincinnati. was used ex 
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tensively throughout the building 
for desktops, lavatory countertops. 
wainscotings. window sills. Even 
fireplaces are highlighted with a 
marbelized Formica covering. 

Bill for the remodeling was 
$50.000, bringing the building up 
to a replacement value of about 
$100,000, according to an auditor 
for Perry-Brown. But with the re 
modeling. the appraised valuation 
would be deceptively low, since its 
commercial value is higher. An 
other cost factor to be accounted 
for is the savings in parking fees 
which runs about $200 annually 
on an individual basis. 


Antique bathrooms were completely re- 
stvled into modern washrooms for em- 
ployees. Vanitories, combination of lava- 
tory and vanity manufactured by Fo ca, 
are features of the rooms. Indirect light 
ing, mirrors give feeling of added space 


A damp, drab basement was 
converted into bright, 
cheerful) kitchen and work 
room. Two old heating sys 
tems were torn out, a mod 
ern system installed and 
screened off. Room was com 
pletely redecorated, new 
lighting fixtures 


Narionan Estare anp 


JOURNAT 


Room space was altered little. In this room, new windows and fluores 


cent lights were substituted tor old fixtures to give me 
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You need facts about your merchandise . . . every- 
thing from the type of insulation to the exact 
amount of taxes, from the B.T.U. of the heating 
plant to the names of the neighbors across the 
street. And then you need to be able to sift out 
the facts of interest to each prospect and relate 
them to him in a way he can understand. Here's 
how to find and talk about those hidden values 


Eke other day I stopped in the office of a friend 
of mine who is purchasing agent for a concern 
which is a large user of a wide range of industrial 
and commercial products. He was telling me about 
the different type of salesmen he contacts. He said, 
“You know, I talk to 15 or 20 salesmen every day 
Some of them are easy to get along with; some of 
them are smooth talkers with not very much behind 
it; some of them are pluggers who know their line 
but who don’t seem to know how to present it. It’s 
difficult, sometimes, to dig the information out of 
them, but in the long run they seem to give me the 
best service. The one thing I expect most of all in a 
salesman calling on me is that he knows what he is 
talking about!” 

Buyers have been bombarded with high-pressure 
advertising containing exaggerated claims, cartoon 
love stories, athletes who smoke X-Y-Zilch cigarettes 
and jump farther because of it, and other nonsense, 
until many readers are skeptical of all advertising. 
The fact that the advertising profession recognizes 
this problem and is taking great strides to improve 
its standards of practice and the quality of advertis 
ing does not alter the fact that real estate companies 
who are represented by salesmen in the field must 
have some means of convincing the buyer as to the 
real merits of each deal proposed 

The professional real estate salesman, face-to-face 
with the buyers, is the most important link in the 
real estate merchandising chain. As a salesman, fac 
ing these buyers and helping them meet their prob 
lems, what do you know about your “meré handise”: 

Some years ago the Chicago Sales Executive Club 
took a survey of 103 executives who reported the 
reasons for failure by 624 salesmen. The third most 
common cause, resulting in 72 cases of separation, or 
12%, was imadequate knowledge of product and 
business 

You have spent time organizing your ideas into a 
coherent sales message; you have selected the buvers 
and prospects you are going to talk to; now is the 
time for a little self-examination: what do you really 
Anow about that property? How can vou find the 
hidden values which exist in the building vou are 
selling? 

Using your own personal experience with similar 
properties is the simplest and probably the most com 
monly effective way of convincing your listeners that 
vou really know what vou are talking about. How 
ever, many times it is necessary to give them precise 
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Know Your Property’s Hidden Values 


By EDMUND MOTTERSHEAD 


information, technical construction data, and sumilar 
material. Often these facts are such that they cannot 
be experienced: they must be accumulated, assimi- 
lated, and held ready to hand for use in explaining 
the property to your customers. 

Experienced real estate salesmen have found that 
you persuade people by appealing to their basic mo 
tives, their desires and wants. You appeal to these 
motives and desires by talking about things which 
will be of interest to them. What things? Things 
which are familiar in their own life and business and 
job ees things which are specific, concrete 
xamples, specific data; and things which occasional 
ly are novel, something new and different. 

The sales research staff of La Salle Extension Uni 
versity points out that there are five major buying 
decisions which must be made to complete any sales. 
These are: 

1) The prospect's need for the product or service 

2) The specific product or service which best 
satisfies that need. 

3) The company best qualified to provide it. 

4) The cost. 

5) The time to make the purchase. 

In helping your prospects reach a decision at each 
stage of the sales presentation, your ability to point 
out the “hidden values” in the property, and your 
ability to express those values interestingly to the 
customer, will have a direct bearing on the success 
of your sales presentation. Remember, you appeal to 
a buyer’s motives, but you talk about things which 
are familiar to him, in specific terms, and occasion- 
ally about something which is new and different. 

“FAMILIAR AS AN OLD SHOE:” Your listeners must 
be able to understand what you are talking about in 
your sales presentation; they also must be able to 
appreciate or evaluate what you say, the ideas you 
express, the features of the property you describe. 
People will understand what you are talking about 
more readily if they have had some personal contact 
with the things you are describing. They can evalu 
ate and appreciate the importance of what you are 
saying if it makes sense in terms of their own experi 
ence. 

What “familiar” things you talk about will depend 
largely upon the nature of the property and its use 
fullness to the particular customer you are talking to. 
The familiar problems which that building was con 
structed to solve, expressed in terms of the every-day 
experience of your buyers as human beings must be 
the cornerstone of your description of the “hidden 
values” in your “merchandise”. The field is unlimit 
ed. Your problem is that of selecting the elements of 
their life and work which will be most familiar to 
your listeners and talk about those familiar ele 
ments which have some bearing on your sales mes 
sage. 

“GETTING DOWN TO CAsEs.” One salesman puts it 
“Give ‘em the facts, and the facts will speak for them 
selves.” This is almost, but not quite true. Being spe 
cific or concrete is the difference between saying. 
“Tests show our product is the favorite among house 
wives.” or: “5.671 housewives in Houston. Texas. 
voted 3 to 1 in favor of Gleaty’s Glamorous Goosh.”’ 


4 October, 1950 — Navionar Estate BULLDING JOURNAI 


} 

‘ 

4 

¥ 

% 

i 

; 
: 


It is the difference between saying that taxes on a 
house “run about three hundred dollars a year,” or 
saying, the taxes are exactly $288 per year.” 

There are various ways of being specific. Stories 
of personal experiences, stories about well-known 
or famous people in the field, stories about other 
deals. history, statistics, practical use stories, testi 
monies of buyers, all are useful methods upon occa 
sion. 

Analogies are also effective sales presentation tools. 
People are always interested in finding out the an 
swers to things. “Why?” is one of the first and most 
frequent questions any child asks. In this explanation 
f causes and effects, professional salesmen often re 
sort to analogies to explain in already familiar terms 
the new facts or phenomena they are describing. 

“SOMETHING NEW AND DIFFERENT.” People are nat 
urally curious, and that curiosity itself usually has 
sufficient force to get their attention for your sales 
message for a limited period of time. You can appeal 
to that curiosity by saying or showing something 
which is outside their experience or knowledge. but 
vou need very quickly to relate it to their experience 
and understanding if you want to continue to hold 
their attention and get your sales message across 

Strange incidents, people. foreign customs, new 
facts about the property, technical terms, new twists 
to old ideas, unusual analogies. and other points 
which are new and different are all things which con 
tain this element of novelty and can be used in this 
manner. However, always bear in mind that the nov 
elty must be related to other elements of interest and 
brought down to the experience level of your buyers 
in order to be of lasting value. 

WHERE TO FIND PRODUCT INFORMATION. You have 
three main sources of information: your personal ex 
perience and observation, the experiences and testi 
mony of other peaple, reading and research. 

Your personal experience with similar properties 
is often your best single source of facts and material 
about this particular deal. It is certainly many times 
your most convenient source of information. How 
ever, the value of your experience depends largely 
upon the quality of your observation. Observe with a 
purpose, with an open and inquiring mind. Approach 
each property with the point of view of a total strang 
er. See a thing as it really is instead of allowing you 
opinions and emotions to confine your thinking 

The testimony of other people, especially of resi 
dents and buyers, is good information to impart to 
your prospects, especially if it is specific in detail and 
really gives some valuable use information as well as 
raise for the property. Ask your customer what they 
ome what comments they have to make. Make your 
sales presentations fact finding as well as fact giving 

Reading and research takes time, and usually re 
quires the attention of experts to handle the thing 
properly. Your company has employed the services 
of such experts, and has in most instances prepared 
information which you can impart to your buyers 
Capitalize on the time and effort which has gone 
into the preparation of this information by studying 
it carefully, extracting from it the salient points 
which will be most useful in dealing with your custo 
mers. 

Quiet meditation about the building. its applica 
tions, uses, and profit possibilities will give your mind 
a chance to explore the thing thoroughly, open new 
avenues of sales, develop new ideas, and bring you a 
greater total awareness of your deal and its potential 
ities 


River-Side Apartments 
Feature Central Heating 


CENTRALLY-HEATED,  11-building, 46-unit 
“A. apartment project in Daytona Beach, Florida, 
represents a one-half million dollar investment im 
land. buildings. and furnishings by Builder-Owner 
E. L. Ferran. Facing the Halifax River, the Ferran 
apartments cover approximately two acres and com 


prise the largest development from the standpoint 
of size and investment ever built in this section of 
Florida. 


Ten of the buildings contain one-and two-bed 
room apartments. The eleventh building contains 
the central heating system, Westinghouse com-opet 
ated laundry facilities, and storage area 

Central heating is provided by a Vulcan base 
board-radiation system. From two large boilers, im 
the central heating plant, hot water flows through 
114-inch copper pipes on the inside of all exterior 
walls at baseboard level. The piping is protected by 
louvered metal covers which form the baseboard 
Metal fins attached to the pipes in each room form 
the convectors and radiate heat from the pipes. The 
size of the convectors is dependent on the size of the 
room to be heated 

The two boilers are fired by oil burners and are 
fully automatic. They are controlled by a thermostat 
for outside temperatures and will operate individu 
ally or collectively, depending on amount of heat 
desired. 

As the heating pipes were installed on the inside 
of all exterior walls. a problem developed as to the 
best way to cross the entrance hall doors of each 
building. This problem was overcome by running 
the pipes overhead around the door jambs The pipes 
were then covered with the same louvered metal 
that forms the baseboards. This method not only 
provides covering for the pipes but also provides 
heat for the halls 

Two large playgrounds. concrete surfaced and 
completely fenced in, and two paved parking areas 
have been provided for the tennants 

The ground floors of all buildings are concrete. 
covered with asphalt tile. The upper floors are fin 
ished oak. All bathrooms are fully tiled 

The 10x14-foot kitchens have grease-proof tile 
floors and are electrically equipped with Frigidaire 
ranges, hot water heaters, and eight-foot refrigerators 

Steel doors and door jambs were manufactured 
by the American Welding Company and the tubular 
aluminum casements were manufactured by Wil 
liams Brothers 

Architect for the project was Elton J. Moughton 
of Sanford, Florida. 
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Five acres of filthy slums, 
such as above, are being 
destroyed and replaced by 
an 88-anit housing 
project for Negroes in the 
slum areas of Memphis 


Conveniently grouped and 
facing on center courts, 
the two-story frame build- 
ings with wood shingle 
sidings will have two vari- 
ations in unit floor plans 


DOWN shacks and 
the filth and debris that go 
with them are being cleared away 
on five acres of one of Memphis’ 
worst slum districts in the first 
privately financed slum clearance 
program for Negroes in the Umit 
ed States. And behind the program 
is home builder Wallace E. John 
son, pioneer in low-cost housing, 
who will replace the slums with 
88 units of rental housing for 
Negroes. 

The Carver Homes addition will 
make a total of 462 low-rental 


Memphis Home Builder Clears Slums to Provide . . . 


Low-Cost Housing for Negroes 


units Johnson has built for Negro 
occupancy. Previous projects, such 
as Vandalia Homes and Lincoln 
Homes, were built on undeveloped 
land and are included in an esti 
mated 3000 units of rental and 
sales housing built for Negroes in 
Memphis since World War IL. 

In preparing for construction of 
Carver Homes, Johnson had to buy 
up some nineteen houses and move 
one owned by an elderly Negro 
woman who refused to give up 
the shack in which she had lived 
for many vears. The remainder of 
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the homes were so ramshackle and 
disreputable that they were be 
yond redemption and were simply 
pushed over by a bulldozer. 

By setting aside ground for four 
commercial shops, at a fixed value 
of $8200 for this site. it is figured 
that the land cost per unit on the 
Carver project will be $375. FHA 
mortgage commitment on one-bed 
room apartments is $3825 a unit 
and $4100 a unit on two-bedroom 
apartments. 

The project, on a site 692x3061 
feet, will consist of nine groups of 
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Specially trained construction crews, on-site fabrication, time-sav- 


ing methods of handling materials, are just a few of the ways 


homebuilder Wallace Johnson is paring down expenses in his 


new Negro housing project. Eighty-eight units will replace five acres 
of eyesores in the slum district of Memphis . . . the first such pri- 


vately financed project for Negroes in the nation. Here’s how John- 


son is meeting the need for safe, inexpensive, rental type housing 


semi-attached buildings: two units 
of two one-bedroom apartments 
each, two units of four one-bed 
room apartments each, five units 
of four two-bedroom apartments 
each, eight units of six two-bed- 
room apartments each, and one 
unit of eight two-bedroom apart- 
ments. Ground allotment per unit 
is 2480 square feet. 

Buildings will be two-story con 
ventional frame construction on 
coricrete slab foundations with 
wood shingle siding and asphalt 
shingle roofs. Flues will be brick. 
Living room, kitchen, and dining 
space will be on the first floor and 
bedrooms and bath on the second. 
Walls and ceilings will be painted 
Sheetrock. Floors will be asphalt 
tile. Each apartment will have gas 
circulating units, with tenants pay 
ing for this and their electricity. 

The one-bedroom apartments 
will have 672 square feet of living 
area and rent for $31.50 per 
month. The two-bedroom apart 
ments will have 807 square feet 
of living area and rent for $39 
per month. 

The Johnson organization will 


srovide ground maintenance, up 
stot and redecoration of build 
ings. Each apartment will be pro 
vided with an apartment-sized re 
frigerator, gas range, double com- 
partment sink, steel venetian 
blinds. Drying yards will be pro 
vided for laundry. 

Financing for Carver Homes is 
being handled with a mortgage of 
$399,000 on terms of 32 years and 
seven months. Total estimated cost 
is $550,000. 

The land layout, providing for 
service drives, off-street 
and children’s playgrounds, was 
drawn by the developer and ap 
proved by the FHA Land Plan 
ning Section. The architectural 
plans were drawn by W. C. Les 
ter, Memphis architect. 

In the selection of tenants, fam 
ihes must show an income four 
times or more the monthly rent. 
To avoid overcrowding, a family 
is limited to three in one-bedroom 
apartments and five in two-bed 
room units. Negro families in 
Johnson's rental projects average 
incomes of $40 a week. Rents have 
been paid promptly and only two 


percent of the tenants have shown 
poor maintenance habits. 

Johnson, who employs a large 
organization, says that his labor 
methods allow him to operate suc 
cessfully to a great extent. Labor 
crews of designated skills follow 
each other and progress from build 
ing to building with a minimum 
of lost time during erection. Stand 
ard lengths of materials are used 
where possible to eliminate need 
less cutting and handling time. 

A project is set up in code classi 
fication for shipping purposes, so 
scheduled that materials will be 
shipped to the job as needed. This 
eliminates unnecessary stockpiling 
of materials on the job site. A cut 
ting shed is maintained on a job 
site for speed in cutting materials. 

The company maintains its own 
millwork and cabinet shop for the 
purpose of prefabricating as many 
items as possible. The firm also 
has sawmills and timberland, is 
affiliated with a building materials 
supply company, and maintains 
its own nurseries, 

The Johnson organization oper 
ates as operative homebuilders in 
Memphis, Little Rock, Hot Springs 
and Greenville, Mississippi. They 
have averaged 1000 new starts a 
year since World War Il. The 
firm is the builder and owner 
landlord, with the James E. Mc 
Gehee and Company, of more than 
800 rental units for Navy men at 
the Memphis Naval Station in 
Millington. Johnson is contem 
lating building a large apartment 
1otel in downtown Memphis’ busi 
ness district 


Construction of the half-million-dollar Carver Homes project, Demonstrating the flimsy and unsafe construction of one of the 


begun in August, will provide one- and two-bedroom apartments 
renting from $30 to $40 per month. Johnson (above right) dis 
cusses plans for the housing units with three local Negro leaders 
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19 houses destroyed, a bulldozer easily up-ends an old shanty 
that was hardly more than a firetrap. The nine groups of new 
two-story frame constructed units will have one and two bedrooms 
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Lakewood, Florida, is a model for 


Building A Self-Contained Subdivision 


N the suburbs of Jacksonville, 

one of the fastest growing cities 
in the country, the best techniques 
of subdivision layout are being 
combined in a self-contained vil 
lage called Lakewood. 

Four hundred homes, 47 apart 
ment buildings, a shopping center, 
club house and swimming pool 
are being built on a 400-acre tract 
just four miles from the city lim 
its by the Walter R. Crabtree Com 
pany, realtor-builders. The sub 
division, with a present population 
of about three thousand people. 
borders on the scenic St. John’s 
river and is bisected by a pictur 
esque creek, which has been dam 
med up to form two miniature 
lakes, 

The 47 apartment buildings. 
built on a court arrangement con 
tain 188 units of one. two. and 
three-bedroom apartments. Each 
building has four, eight. or twelve 
units. The apartments are rented 
without annual leases. but ten 
nants must agree to a 30-day no 
tice of intention to vacate. The 
one-bedroom units are So+ a 
month; two-bedroom. S74. and 
three-bedroom, $85, not including 
electricity for cooking, heating. re 
frigeration. All apartments have 
an attic cooling fan and tennants 
are also furnished a car port at 
the rear of each building 


A river bisecting a 400-acre wooded tract, curvilinear streets, well- 
defined residential and commercial areas, staggered setbacks for 
dwellings, harmonious groupings of apartments, complete shopping 
facilities ... all make Lakewood a pattern for convenient, attractive 
suburban living in one of the fastest growing sections in Florida 


All of the apartment buildings 
have a concrete block foundation. 
increased im size and strength to 
compensate for the lack of rock 
bed. The lower portion of the 
buildings is faced with brick, the 
upper portion with stucco, Exter 
iors are painted either white or 
pale green. 

Asphalt-shingled roofs on the 
buildings are low pitched to pro 
vide better protection against high 
winds. According to Florida ex 
perience, high pitched roofs create 
a vacuum, The roofs have an over 
hang of 2+ inches to protect upper 
windows against beating rain, and 
a lower canopy of about the same 
width protects windows of — the 
lower apartments. Being of canti 
lever construction, they give add 
ed structural strength. 

Individual houses in Lakewood, 
screened from the apartment 
buildings by wooded areas. range 
in total floor space from 800° to 
2000 square feet. The two-bed 
room home with one bath sells 
from $7975 to $12.000 the 
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three-bedroom home with one 
bathroom or a bathroom and a 
powder room sells from $8750. to 
$13.000. Some of the homes built 
by the Crabtree Company in Lake 
wood according to owners’ specifi 
cations have brought prices rang 
ing from $17,000 to $25,000. 
Minimum lot size is 58x110 feet. 
although most of the lots are at 
least 72x112 feet. All of the 
houses are at least 25 feet back 
from the front lot line and there is 
a minimum of 15 feet between 
houses. 

The houses have built-up roofs. 
covered with Rock Snow crushed 
marble. and are further insulated 
with U.S.G. sheathing, Rock Wool 
insulation, and  Vermiculite 

mica) plaster. Plumbing fixtures 
were furnished by the Crane Com 
pany, steel windows by Truscon 
Steel Company, paints and var 
nishes by Sherwin-Williams Com 
pany. Cemethide outside coating 
by the Pittsburgh Plate Glass 
Company. 

One of the features of the homes 
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is the package mortgage arrange- 
ment in which a Hotpoint electric 
range, water heater, and refrigera 
tor are included in the purchase 
price. Apartments are also equip 
ped with Hotpoint appliances. As 
required by the Florida building 
code, the Coleman space heaters in 
individual homes are placed in a 
heater hall, while in apartments 
they occupy a niche in the living 
room. 

Practically all of the building 
material used in the construction 
of the houses and apartments, in 
cluding heating and kitchen equip 
ment, were furnished by an aifiti 
ate of the Walter R. Crabtree Com 
pany operating as the Crabtree 
Lumber Company. About half of 
the building supply company’s 
business since it was started in 
1945 has come from operations of 
the parent company 

The Walter R. Crabtree Com 
pany supervised construction of all 
the buildings, with a few excep 
tions. In some instances, purchas 
ers provided their own architect 
ural drawings which. however, 
had to conform to the general plan 
for the development 

Lakewood, started in October, 
1947, is still unfinished. A good 
many of the houses are in the final 
stages of completion, but these are 
mainly in the lower price range. 
The homes that were built in the 
earlyg stages of the development 
have undergone extensive land 
scaping treatment, but newer 
houses still have to go through the 
exterior beautification which has 
made the project a model of at 
tractiveness. 

The total cost of the project is 
estimated at close to $6 million. a 
part of which financed by 
FHA loans. 

Since Lakewood is about a mile 
and a half from any other shop 
ping center, the Crabtree Com 
pany decided to build its own. The 
center is located at one of the en 
trances to the subdivision, about 
a city block from the nearest a 
partment building several 
blocks from the farthest dwelling. 
So far constructed and in use are a 
drug store. luncheonette, 
market. bakery. hardware 
infants’ wear shop, laundry, liquor 
store and bar. barber shop and 
beauty parlor. Original plans for a 
drive-in theatre were abandoned. 
but a club house and swimming 
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super 


store. 


pool, restaurant and additional 
shops are scheduled for future 
construction, 

Being outside the city limits, 


Lakewood has to provide its own 
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This three-bedroom, two-bath home in Lakewood sells for $13,000, including refriger 
ator, range, water heater. Crabtree builds some homes to owners’ architectural drawings 


water supply. Water is obtained 
from a 1287-foot artesian well. 
built at a cost of $300,000, which 
flows without much pumping 
pressure through a 12-inch pipe 
to the mains throughout the area 
To insure a water supply at all 
times, the well was sunk below the 
strata from which the city’s water 
supply is obtained. A complete 
sewage system was also installed, 
eliminating septic tanks which are 
sometimes in suburban 
developments. Electric power ts 
furnished by Jacksonville’s muni 
cipally-owned electric system 
Crabtree’s sales promotion has, 
to a large extent, followed ortho 
dox lines. It has been a large user 
of advertising space in Jackson 
ville’s two newspapers. As a re 
sult of this persistent campaign, it 
has benefitted from word-of 
mouth advertising important 
in a community where 70% of 
the residents are from other states. 
Some of these residents become 
first apartment tennants in Lake 
wood, then prospects for a home. 


necessary 


To make it easy for new residents 
to become accustomed to Lake 
wood without first definitely com 
mitting themselves, the Crabtree 
Company furnishes a few of its 
apartments so that it can take care 
of such people on a temporary 
basis until they have had time to 
make more definite plans 

Terms of sale in Lakewood have 
followed a conventional pattern 
for non-veterans, but veterans 
have been offered the special in 
ducement of acquiring title by a 
$50 downpayment. Only a few 
defaults have been experienced 


Forty-seven apartment buildings containing 188 units are grouped in a court arrange 
ment. Apartment tenants form a good prospect list for the purchase of Lakewood homes 
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7 61 Washington, D. C., 
apartment buildings analyzed 
in this operating cost survey pro- 
vide homes for 6,395 families with 
an average of 2.9 rooms, not count 
ing bathrooms, nor foyers or en- 
trance halls of less than 60 square 
feet. Larger foyers and entrance 
halls, kitchens under 60 square 
feet and dining rooms under 110 
square feet are counted half a 
room. 

The buildings reported real es 
tate taxes of $513,210, and are 
estimated to be worth approxi 
mately $36 million, assuming as 
sessed valuation of two-thirds. On 
this basis, and making no depreci 
ation allowance, the net income 
averaged 7%. 

The average unfurnished apart 
ment in the group of 32 buildings 
shown in the top table, next page, 
was a one-bedroom unit in a build 
ing that had no air conditioning, 
no furnished apartments and no 
stores. The rent in these prewar, 
rent-controlled buildings averaged 
$63.06 per month. The cost of ser 
vicing the average apartment. 
apart from interest or depreciation, 
was $35.25 per month. Thus the 
operating ratio (expense divided 
by income) was 55.9%. In other 
words, out of every dollar taken in, 
95.9 cents had to be spent. 


1949 Operating Costs in 61 Apartment Buildings 


How do operating expenses, income, fuel bills, repair and main- 


tenance costs of apartment buildings under your management com- 


pare with those in Washington, D.C.? To help you compare, Charles 


J. Bauer, executive secretary of the Building Owners and Managers 


Association of Metropolitan Washington, took an operating cost 


survey among the owners and managers of 61 apartment build- 


ings. The results may help you find some cost flaws in your buildings 


Poorest showing of all was made 
by Building No. 38, at the bottom 
of the first table. This half-cen 
tury-old structure ate up 94 cents 
of every income dollar. Rent-con 
trol monthly income was only 
$13.15 per room. Annual repair 
and maintenance ($34.55) was 
nearly equal to three months rent. 
Payroll cost (third-last column) 
took nearly 14 cents of every in 
come dollar. Despite this build 
ing’s poor operating record, note 
that real estate taxes (second-last 
column) took more than nine cents 
of the income dollar, leaving the 
owner only a little over six cents 
for depreciation and profit (?). 
Please note that most of the build 


ings with a poor operating ratio 
are older. 

Real Estate taxes took their 
tithe, 9.83 cents of each dollar 
more for some, less for others. The 
worst case, Building No. 32, shows 
a “take” of 15.6 cents of income, 
while Building No. 53 paid the tax 
collector but 7.22 cents. Following 
last year’s report. one member 
who was paying 11.4 cents filed 
an appeal, and as a result saved 
himself $500 a year because he 
received a 10% reduction in his 
assessment! Other buildings pay 
ing as high a proportion of income 
are Numbers 52, 14, 34, 12 and 4+ 
in the first table. and Numbers 19 
and 24 in the second table. 


IN ORDER OF FAVORABLE OPERATING RATIO, 1949 OPERATING EXPERIENCE 32 UNFURNISHED ELEVATOR APARTMENT BUILDINGS, D. C. 
Operating Bldg. Room Total Op. Total Op, Op. Ratio] Repair, Manueal(M) Rent In-| Type Heat Kind of Fuel Payroll R. 8. Tax Year 
Ratio Rank Key Count | Expense Incom Expense Maintes, Auto.(A) cludes Cost Per Room | Per $ Per Built 
Per Room Per Room Tncom) Blevatore 
1 55 2 $112.18 $260.58 45.95 $ 6.70 rd BG Auto, Steam Coal $13.35 10,60 9.17 1938 
2 120 90,65 209,75 43.21 15,50 Auto, Water Coal 22.02 6.91 9.96 1926 
3 60 127 143,97 328,70 45.90 Auto, Coal 15.05 15.69 1936 
4 629 166,96 376.54 44.95 -- Auto. Steam Coal 12.53 17.99 8.75 1930 
51 —— 499 —4+— 109.85 234.70 —— 46.80 —+- 14.74 3A BG Auto. Stoam Coal — 13.29 +— 7,35 —— 9.70 ——— 1936 
6 526 166,.% 340,28 49.03 15.49 Auto, Steam Coal 4.74 19.50 10.59 1927 
26 192.95 386.07 49.98 2a Stean 16,25 14.12 8.00 1939 
8 180 121.%4 244,91 50.25 1.58 -- Vapor Coal 10,28 18,04 11.33 1926 
9 be] 207 140.06 273.78 51.15 14.70 fA BO Auto. Steam Coal 18.73 8.91 9.78 197 
10 ——————_ 52 —— 196 —}— 118,49 —— 230.14 —— 51.49 —+- 25,38 A BG —+ Auto. Steam Coal — 16.99 +— 5.51 —— 11.53 —— 196 
ll 20 121 143,22 278.08 51.50 25.09 Stean Coal 4.89 6.% 10,50 
a 33 2858 164,04 305.26 53.74 11,70 Auto. Vapor Coal 10.15 21.09 9.87 1926 
is a. 216 97.85 181.42 53.94 15.25 u = Hand Steam Coal 12.75 19.53 8. 1904 
la 2 96 06.87 163,12 54.48 12.65 -- Hanéfired Coal 14.92 22.09 9.22 1906 
is 14 —— 159 116,62 ——~ 214,03 —— 55,42 —}- 12,01 2m Auto, Steam Coal — 15.11 15.97 —— 11.95 —— 1927 
16 236 156.90 262.97 55.45 ™ Auto. Vapor Coal 18.16 13.96 1928 
” Bed 202 166.55 299,00 55.70 27,20 ™ -- Auto. Steam Coal 19.71 16,20 15.60 1915 
18 is 198 170,99 297,42 57.46 25.53 mM EG Auto. Coal 11.58 18.67 10,72 1937 
19 12 142 143.78 249.42 57.65 63.46 2a -- Auto, Steam Coal 13.56 $5.09 15.39 1927 
20 22 —— 121 157,23 —— 271,31 —— 57.95 19.59 —— 1 BG Stoan Coal—— 12,92 15.78 —— 9.51 —— 1925 
2 “4 975 121.68 205.17 59.31 10,41 BG Auto, Steam Coal 10,20 25.9 11.9% 1923 
22 21 266 130,29 199,95 $9.56 31.35 2A c 2 
23 a” 2.9 176.58 295.41 59.81 9,95 2M 
24 ™M 190 104.99 172.45 60,88 14.80 Steam 16.55 | 22.75 ---~-- 
23 — 121 18,21 —— 205,41 63,27 A 
26 53 iva 175.42 268.93 65.52 51.00 x 
27 23 150 203,42 295.12 68.93 24.97 x 
28 sis 145.55 196.49 74.98 25.90 
29 142,72 190.54 74,7 18.58 
SP — 224 141.19 188,08 73.07 23.41 
17 175 191.35 229,28 60.98 
6 x 
All 32 Buildings 6,471 | 144.71 258.98 55.90 | 20,98 B14G10 | ----------. 
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IN ORDER OF FAVORABLE OPERATING RATIO, 1949 OPERATING 29 ELEVATOR APARTLGNT BUILDINGS, D. C. 
INCLUDING ONLY BULLDINGS WITH SUBSTANTIAL STORE INCOME OR FURNISHED APARTMENTS, OR ALR CONDITIONED 
Oper. Bldg. Room Count Total Op. Total Op. Op. Ratio | Repair, Manual(M) Rent In-| Type Heat Kind of Fuel | Payroll &. Tax Year 
Ratio Key Total urn. | Expenses Income (Bxpense/ | Mainten. Auto.(A) cludes Cost Per Room | Per § Per § Built 
Per Room Per Rooa Income) Per Room Elevators slec.(E) lncom Incom (**Aar 
Gas (3) (Pet.) (Pet.) Cond.) 
1 61 20 $106.32 $285.67 37.22 $ 31.45 2a auto, Water Coal $16.10 4.79 8.25 1029 
2 1,426 136.85 332.62 40.89 11,00 Auto. Vapor Oi} 9.18 | 9.50 194) 
3 38 184.60 439.57 42.00 13.01 2a EG auto, Air Coal 16.7% | 10,12 7.90 
. 28 162.72 382.099 42.59 22.95 2a | Steam Coal | 14,15 7.84 1990 
36 196,88 —— 430.35 —— 46.22 —}— 24,83 2A BG —+ Auto. Air Coal — 15.334 9.97 —— 7.75 —— 
6 ” 266 ° 128.74 234.94 47.68 4.69 Auto. Steam Coal 12,80 | 10.96 
59 335 ° 180.74 363.80 49.68 11.27 Auto. Steam Coal 17.18 | 15.75 11.08 1925 
56 278 ° 181.57 363.12 50,00 6.64 MA 5G Auto, Steam C, & 0, 18,28 | 10,32 8.49 
140,16 277,55 50,50 16.22 Auto, Steam Coal 15.37 | 14.71 9.58 1925 
10— —— 530 — 27 199.71 —— 390.45 —— 51,15 29,41 ——— 3A ———— BG Auto, ater Coal 10,31 + 16,69 —— 9,35 —— 1939°* 
n 29 237 181.85 338,35 53.74 27.44 2a Steam Coal 14,19 | 17.50 8.40 1938 
lz us 302.75 562.00 53.87 13.82 50 Auto, Steam Coal 22,20 | 18,01 8.70 194 
13 25 siz 220.46 404.73 54.47 42.14 2a Water 14.54 | 14.76 7.70 
is 53 205.48 364.13 54.54 120.46 Auto. Stemm Coal 18,11 | 18,58 8.97 1928 
5 256 58 181.03 —— 351.35 —— 54.64 — 100,40 —— 24 auto, Steam Coal 19,60 + 11.65 —— 9.96 1919 
16 43 6603 «55 179.67 328.38 54.73 34.56 Auto, Vepor O11 13.12 | 17.45 8.30 1928 
17 10 327,85 190.14 336.95 56.43 95,92 a -- Auto, Steam Coal 15.45 | 12.14 10,43 1928 
18 3 266 228.23 400,65 56.97 40.93 ou 6 Auto, Steam 19.65 | 17.14 8.97 1928 
19 162.41 279.96 $8.01 92.12 2M - auto, Water Coal 12.60 | 16.26 10.38 1920 
20 —— 18 —— 673 — 0 126,96 218,31 56,15 22.95 —+ Stoan Coal — 12,60 + 18,97 9.51-——— 1929 
21 191.38 327.96 58.36 109.81 Auto. Steam Coal 23.21 | 11.72 10,53 192 
22 19 1522S 123.97 209.93 59.05 36.61 A Steam Coal 13,55 7.96 12,18 1928 
23 24 14s 28 224.53 377.38 59.50 64.69 Auto. Steam Coal 15.96 17.28 11.77 
24 € 265 «29 190,32 313,28 60.75 111.71 m™ - Auto. Steam Coal 19,08 | 14,52 9.73 1915 
25 —— 27 200 0 235,03 —— 381,50 —— 61.61 —}— 53,90 2A -—+ Water Coal — 16,10 + 14,29 —— 7.95 -—— 1939°° 
26 216016 186.68 305,20 62.11 113.93 Auto, Steam Coal 14.48 | 20.63 9.61 
27 16 498 «(125 128.70 5 205,55 63.22 26.16 Steam Coal 11,12 | 12.55 9.02 1919 
28 9 3056? 155,11 244.84 63.35 85.72 eM - Auto. Steam Coal 6.93 | 17.68 9.14 1917 
29 202 153.80 221.62 69.40 98.45 MA Hand Steam Coal 14.71 | 22.15 10.34 
All 29 Bldgs. 9,925) 863 170,04 327.63 51.90 42.71 | --------- | 9.15 1915-41 
Each had store 
income ower $2,000 “To furnisbed apartments only 4 
Wide variation is shown in the percent Summary tables below shows average fuel 
of income spent for services (payroll). cost per room of $14.39; nearly as much 
Smallest expenditure was that of Build- per room ($12.70) for telephone; $3.05 
ing No. 61 (above). This building spent for elevator upkeep; $6.39 for plumbing 
only 4.79 cents of the income dollar as and heating maintenance; $8.94 for paint 
payroll, which had something to do with ing and decorating; $2.31 for supplies; 
its most favorable operating ratio, 37.22%. $1.47 for refuse disposal; $10.07 for gas 
The building with the poorest operating and electricity; $3.19 for water. Insurance 
ratio paid out 43.82% in payroll (opposite amounts to 2.47 per room and “all 
page). The average was 16.34% of income other” operating expenses take $12.26 | 
REPAIRS, MAINTENANCE 
Payroll | Ges & Vater /Switchdd. | Elevator | Heating, Painting, 
Electric Telephone Plumbing,| Decoret- 
Air Cond. ing 
2,998 Apartments with 6,471 Room 
im 32 UNFURNISHED Elev. Blags.. 50,004 22,655 | 125,308; 67,956 | 14,521 26,625 41,963 176,846 
Number Rooms Reported This It 8,471 7,221 8,471 6,471) 5,861 | 4,986 4,157 4,137 6,471 
Ber ROEM coc 47.64 6.88 2.67 4. 11.89 2.97 6.48 10.14 20,88 t 
18,60 ------ 2,03 8,06 4 
3,497 Apartments with 9,925$ Rooms 
in 29 OTHER Elevator Buildings 36,055 | 141,369] 121,183 | 26,268 | 49,611 83,478 ) 
Number Rooms Reported This Item. %, 9,028) | 7,660) 7, 9,925) 
3.63 14.24] 13.42 3.09 6.35 8.41 
16,94 4.35] ----— | ----- - 
6,395 Apartments with 18,396) Room 
in 61 Elevator | 167,215 | 56,710 | 264,677| 189,141 | 36,789 | 76,636 125,441 | 600,764 292 | 24,336 | 513,210 
Number Rooms Reported This Item. 16, 16,3963 | 18,3969 14, 12,7344 | 11,9653 14 16,396)] 16,6024 16,602) | 16,065 
Per Room...... 10,07 3.19 14.39] 12.70 3.05 6.39 8.94 32.66 2.31] 1.67 28,38 
Percent of Tot 1,08 11,93 ------ | ------ 9.49 
1 
Other Taxes, | Insurance | Other TOTAL OPER. | Apta‘at. ‘tore | Telephone] Other TOTAL t Tncom | Op. Ratio 
Licenses Oper. EXPRSE Rent 
Expense 
2,696 Apartments with 8,471 
in 32 UNFURNISHED Elev. Blégs.....$ 20,319 19,8146 74,974 | 1,225,690 | 2,109,915 
6,471 8,471 8,471 6,471 6,471 
2.40 2.3 8.80 144,71 on 
9 3.40 55.90 - 
in 29 OTHER Elevator Buildings....$ 17,145 25,390 | 150,997 | 1,687,773 
9.8064 | 9,925) 9,925 
1.73 2.0 15.21 170,06 
8S 4.64 51.90 
t_of —----__| ------- 
mente witb 14, 
in 61 Blewator Pulldings..........8 37,464 225,511 | 2,915,663 
Number Rooms Reported This Item... 18,396} 18,2773 18,3963 18,3963 
2.06 2.47 12,26 156,36 
4.04 53.81 
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GARAGE 


Geometric designing for exteriors and interiors mark the homes of Builder William N. Floyd in Houston 


@ IN TEXAS eo "TION of patterned wood grilles is used to separate the 
1 living- and dining-room in the pictured two-bedroom home. 

Substituted for a solid wall, this grille design is both decorative 

and functional. It gives a more spacious feeling than a wall and 

eS illows for greater cross-ventilation through the home. Made from 
full rounds and 1x4s, home owners may use the horizontal mem 
bers for such things as books, plants, and “what-nots.”’ Other sec 

tions of these grilles are used in the kitchen and master-bedroom. 

Staggered parallel shelves built along the outside wall of the 

{ » garage and a porch with louvered door and windows add distinc- 

mf tive touches to this home. The builder's scheme for this porch calls 

! sin for a 10x12-foot slab floor with 4x4-foot posts and 4x4-foot exposed 


CAR PORT 


BEDROOM 


mately $300. 


@ IN NEW YORK 


A $2 million ranch-type development on Long Island will be a model in subdivision planning 


7 ARIATIONS of brick, stone, and wood shingle exter1- 
ors are features helping to make a notable example of 
suburban living in Bethpage. Priced at $11,600 and $11, 
900, the 152 units have six and one-half rooms with center 
hall layouts and attached garages. Roof designs are hip 
and gable with wood or asphalt shingles. 

All homes have a basic frame construction with full 
basements and poured concrete foundations. The pictured 
three-bedroom home shows one treatment of the \ifferent 
‘xteriors used, The master bedroom has wood shingle and 
vertical car siding and corner barracks windows. The liv 
ing-room picture window is framed in Permastone 

Built on minimum landscaped lots of 6000 square feet. 
the houses are completely color-styled by the Rahr Color 
Service, Bathrooms have a five-foot vanity with a full mir 
ror and are outfitted with Briggs plumbing fixtures. Kitch 
‘ns are equipped with Kelvinator refrigerators, Florence 
ranges, and Bendix washers. Warren Webster units are 
used for baseboard heating 

The 35-acre project. being built by Rothrock Homes. 
Inc.. of Long and. is convement to transportation and 
shopping facilities. A new elementary school for residents 
4f this area is scheduled for completion early this fall. 

The architects are Matern and York and Lane Realty 
is the sales agent. 
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rafters. It has a tar and gravel roof with the center match V-joint 
turned down and exposed. Forty-eight-inch Lumite, Chicopee gray 
is used for screening. The additional cost for the porch is approxi 


Built on a 75x110-foot lot, this $13,700 house has 1155 square 
es feet of floor area, exclusive of attached garage, car port, and porch. 
Wood shingles and vertical car siding are used for exterior trim. 

The two bathrooms are equipped with American Radiator and 
Standard Sanitary fixtures. The home is heated with a Security 
gas-fired, forced air furnace and has a Windmaker attic fan. 
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IN IOWA 


Luxury items in moderately priced homes is the aim of Community Builders, Inc., Des Moines 


NOTTY pine paneling, Permastone trim, vertical and horizontal wood siding 

have helped make the pictured ranch home a sure-fire seller for Community 
Builders, Inc. The overall rustic treatment is extended with the use of hand-split 
shingles and wood rounds for porch railing. At the buyer's request. fireplaces can 
be included. 

This two-bedroom, expandable house has approximately fifteen hundred square feet 
of floor area and a beamed front-to-rear living-room with picture window walls. For 
these single-level homes, a closet-type General Electric forced-air gas furnace is in 
stalled. Heating ducts are provided for the attached garage, so it may also serve as a 
utility room. 

In other homes, priced from $8.000 to $13,000, including lots. the builder has in 
cluded such features as “indoor-outdoor” gardens and folding partition walls 

The “garden.” located in the living-room, is formed from a basic rectangular area 
10 feet long and two feet wide. A picture window divides this area into two triangular 
sections one section a complete garden within the home, the other an ordinary out 
loor garden. 

The folding partition walls enable an owner to vary the basic layout of the dining 
room and kitchen. When the walls are folded back. additional room is added to the 
kitchen. When closed, the walls permit a separate dinette area. 

Bathrooms are finished in ceramic tile and feature Briggs plumbing fixtures. Kitch 
ens are equipped with Formica table tops. Other nationally known materials used 
include U.S.G. roofing, Carmoehl windows, and Fittight shakes. 


e IN MASSACHUSETTS 


A specially designed home features ideas that might well be used in speculative building 


wor 


a gymnasium and a workshop for the 


the large back yard. 


ville insulation. 


tion and outfitting. 


N A HOME designed to meet the specific needs of a 
paraplegic veteran, a basic floor plan is used that would 
probably delight many other prospective home buyers 
The layout of this house provides for an extra wide center 
hallway that connects with all the rooms of the home and 


Tn. the garage. 

Width of doorways and halls has been increased to ac 
commodate a person confined to a wheelchair. Ramps of 
special construction are used for the entrances of the house 
and the two-car garage has radio-beam controlled doors 


Landscaping of the 200x300-foot lot provides for a terrace 
that can be reached directly from the master bedroom 

In addition to the usual “living quarters,” the home has 
indicapped owner 
Both the gymnasium and the utility room have exits to 


Built by the Amory J. Vincent Company of West Spring 
field, this rambling one-level home has such built-in fea 
tures as cabinets, bookcases. and shelves 
Air-Temp radiant heat and is insulated with Johns-Man 


It has Chrysler 


Bird asphalt shingles, U. S. Gypsum rock lath, Crane 
plumbing. Schlage hardware, and General Electric dispos 
al and dishwashing units also were used in the construc 
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ADMIRAL CROSLEY 
Model 204. Width, 20!) inches Model Ad-l. Width, 2145 inches 


Home builders are increasingly including kitchen 
and household appliances in their homes built for 
sale, and of course a great percentage of rental 
properties are furnished complete with equipment. 
Home builders and property managers are neces- 
sarily concerned with the selection and purchase 
of this and essential item 
is the range. Journal editors asked manufacturers 
to furnish photos and data on typical new models 


quip t. One 


suitable for apartment and small home use. Here 
is a shining array of the latest small-sized models 


W" N you go to buy ranges for the homes you 
fare building or apartments you are moderniz 
ing, you will find that some of the smaller 1951 mod 
els include, in one-half the space. many of the fea 
tures of the large ranges 

Exhaustive research by range manufacturers has 
resulted in a line of ranges that keeps pace with to 
lay’s trends in kitchen plann ng Models are designed 
to fit flush with the wall, elimimating the catch-all 
gap between wall and range, and flush with standard 
widths of other kitchen appliances and cabinets to 
facilitate easier kitchen planning 

The average width of the apartment-sized ranges 
is 20 inches. Cooking suriaces are at a uniform height 
of 36 inches from the floor. Kitchen research has 
found this to be the most convenient height for work 
ing surfaces 

The large ovens with average demensions of 
LOxtox20) inches have concealed oven vents to 
help eliminate smoke stains. Top and bottom heating 
units provide even heat and six-side insulation, and 
self-sealing doors insure that oven heat does not es 


New Ranges Feature 


CROWN ESTATE 
Model 5042. Width, 38 inches 
(smallest size available) 


Model 103-05. Width, 26 inches 


Low-Cost Operation 


Space-Saving Design 


Bigger Oven Capacity 


cape. Reversible and adjustible non-tilt oven racks 
provide for eight to 12 different rack positions 

Most models have pre-heat controls that bring the 
oven to baking or roasting temperature in double 
quick-time, then cut back to pre-selected temperature 
automatically. One model has a broiler meter and 
shelf guide that shows the correct shelf location for 
perfect results. 

Some models have high-speed broilers at the top 
of the oven at about waist height, while others have 
the bottom, slide-out tvpe with drap front doors. 

One-piece top and protective rear panel do away 
with dirt collecting crevices. Burner units are con 
structed for easy “lift-out” cleaning. Most models 
ire welded, one-piece, wrap-around construction with 
reinforced cooking tops. Acid and stain resistant fin 
ishes are added features of the new ranges 

Storage drawers for kitchen utensils, pre-heat con 
trols, five to seven heat speeds, and electrical appli 
ance outlets are advantages prospects will be inter 
ested in. Optional with some models are cooking sur 
face lights, electric timers, and interior oven lights. 
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GENERAL ELECTRIC GIBSON HOTPOINT 
Model AP4-F. Width, 1914 inches Model A+. Width, 20', inches Medel RB 34. Width, 19'> inches 


FRIGIDAIRE 
Model RM-35. Width, 30 inches 


MAGIC CHEE MURRAY NORGE 
Model 417. Width, 30 inches Model EA-5O0. Width, 20 inches Norge Model E24. Width, 20 itches 


KELVINATOR 
Model Width, 21 inches 


ROPER TAPPAN UNIVERSAL WESTINGHOUSE 
fodel W670. Width, 215. inche, Model G-70. Width, 20 inches Kitchenette Model. Width, 19 inches Model FAO4. Width, 21 inches 
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Edward V. Siedle, realtor of Rye, New York, is a veteran of 35 
years in the real estate business. He is past president of the Rye- 
Harrison Real Estate Board and Westchester County Real Estate 
Board, and a member of the state and national real estate associa- 
tions, New York State Society of Real Estate Appraisers 


“PERFECT HOME MAGAZINE IS A SPLENDID MEANS OF 


KEEPING YOUR NAME DESIRABLY BEFORE THE PUBLIC,” Be y 


Says New York Realtor 


ABSOLUTELY know that Perfect Home Magazine is read and desired by 

those who receive it,” says Edward V. Siedle, realtor of Rye, New York. 

“T have contacted every person on my mailing list in person or by letter and 
have found this to be true. 


“People have called me at various times asking where certain items could be 
purchased which were illustrated in Perfect Home. This proves to my satis- 
faction that they are actually interested in the magazine itself. Hence, my 
name and the names of my co-sponsors must certainly be noticed. 


“L believe in Perfect Home Magazine.” 


More and more, the outstanding real estate, home building and home financ- 
ing organizations in every section of America are discovering that sponsorship 
of Perfect Home Magazine is a “splendid means” of keeping their names before 
the public. They find that Perfect Home is designed for the long pull, to make 
friends, building good will and good business. 


Perfect Home Magazine is edited to tell the story of these top quality firms. 
Itsy pages sparkle with photographs and articles gathered from all over the 
nation and edited by a trained staff. It sells the home idea. It reflects quality. 
It makes people want to do business with those who sponsor it. 


By spreading editorial, art and other preparation costs among its many 
users, Costs are nominal. Local reproduction and mailing expense is in turn 
shared by selected building factors who are invited to join in co-sponsoring it. 
Frontand back covers are personalized to be your own house publication. 


Franchise holders are selected with painstaking care, after thorough quali- 
fieation. These franchises are exclusive, annual, renewable. A limited numbet 
of them are still open in various sections. If you are interested, address your 
inquiry to 


STAMATS PUBLISHING COMPANY 
CEDAR RAPIDS, IOWA 
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By GEORGE F. ANDERSON 


GRANTOR hands a deed to a 
[XX third person and instructs him 
to hand it to the grantee on the 
grantor’s death. If no conversation 
takes place with reference to the 
right to recall the deed, a question 
will arise as to whether the deed 
was “deposited” with the third per- 
son or “delivered” to him. 

“Deposited” means that the 
right to recall the deed was re- 
served and this is inoperative to 
pass title. “Delivered” means that 
the right to recall the deed was not 
reserved, and is operative to pass 
title. 

If the grantor drafts a will and 
in the will does not refer to the 
property in question, or, to go a 
step further, states that he does not 
dispose of this property by his will 
because he had already done so by 
deed, one would think, on first 
blush. that this would be sufficient 
evidence to show that the deed was 
“delivered” and not “deposited.” 
On second thought, it becomes ap 
parent that, notwithstanding such 
language in the will, the deed may 
have been “deposited” and not 
“delivered” and that is the view 
the court takes of such statements 
in a will. 

In the case of Lange vs. Cullin- 
an, 205 Ill. 365, the court said, “Tt 
is true, these statements indicate 
an intention to make a conveyance 
to the grantee; but this court said 
in Wall vs. Ritter, 180 Ill. 616, 
such declarations have no bearing 
on the vital question, did the grant 
or actually make and deliver the 
deed of conveyance to the grantee? 
The fact that the will makes no 
disposition of this property does 
not show that he intended the title 
to pass presently to the grantee 
during his lifetime. Hawes vs. 
Hawes, 177 Ill. 409. There was 
neither act nor declaration of de- 
livery, nor intention to deliver 
presently at the time the instru 
ment was made. Citing several 
cases.” 


OU can maintain a suit in 
court to have a contract cor 
rected if there is something that 
you agreed upon that was omitted 
from the contract, but you can't 
have a contract corrected _be- 
cause there is something which if 
you had. thought of it, you would 
have insisted upon putting in the 
contract, or something that you 
took for granted would be so even 
if it were not in the contract. 
I enter into a contract to sell you 
a building on installment. We 


When is a contract “delivered” and when is it merely “deposited?” 
Will the courts correct a contract to include something ‘“‘taken 
for granted?” Will the courts protect a “‘poor’’ businessman from 
a shrewd trader? Our legal adviser gives the court’s decisions 


agree specifically that you are to 
have possession, but inadvertently 
it is omitted from the contract. You 
can have the contract corrected. 

You forgot to bring up the ques 
tion of possession altogether and 
nothing was said about it. Or you 
took it for granted that you were 
entitled to possession. You cannot 
have the contract corrected. 


MINISTER of the Gospel 
FAX brought his sexton to see me 
The sexton had signed a contract 
to buy a six flat building, and the 
minister wanted to get him out of 
the deal. The minister was a good 
businessman, and saw that the sex 
ton was making a mistake. The 
building was one of those old 
timers where the rents have a hard 
job to keep up with the operating 
expenses. The sexton was a bache 
lor, worked for a low wage, lived 
on next to nothing, and that was 
how, in the course of many years, 
he had saved up enough to buy a 
building. The sexton was indiffer 
ent about getting out of the deal, 
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and it didn't take long to see that 
he was a man with a very low LO 
1 questioned him carefully to sec 
if any misrepresentations had been 
made to get him to sign the con 
tract, but there had not, and I told 
the minister that I feared there was 
no way to get the sexton out ol 
the contract. The minister exclaim 
ed, “Do you mean to tell me that 
the law permits a shrewd trader to 
take advantage of a man like him?” 
I said, “I'm sorry to say that it 
does.” A low 1.Q. has never been 
grounds for getting out of a con 
tract. If it were, then every time 
“a man wanted to get out of a con 
tract he could insist on an LQ. test 

Lawson On Contracts, pg. 357, 
says: “In a case at law, as we have 
seen, mere weakness of mind or 
illness or monomania or intoxica 
tion or habits of drunkenness is no 
ground of defense to an action ol 
contract, the defendant must have 
been so insane as not to under 
stand the nature and effect of the 
agreement.” 
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Classified Ads 


(Continued trom page 31) 


ment, and overstatefhent should be avoided. 

According to a survey made a number of years 
ago, it was found that the most descriptive ad in the 
real estate classification, all other factors being equal. 
is 14 times as productive as the least descriptive. and 
five times as productive as the average. 

Some real estate brokers think that there are cer 
tain days of the week which are not as productive as 
other days, but every day in the week is a good day 
to advertise, because buyers come into the market 
when the urge to buy comes into their minds. 

Classified real estate ads should be ordered by the 
week rather than one, two. or three insertions, be 
cause the buyer who looked yesterday is either al- 
ready sold or out looking with someone else today. 
The average result period of all result-producing 
classified ads runs from four to four and one-third 


insertions. 


Prepare a Classified Budget 


By GEORGE LaFAVRE, San Francisco Examiner 


5 ow MANY realtors give no thought to a budget 
for classified ads based on gross commissions. It 
is a mystery to me how they manage to survive on a 
“feast or famine” schedule, advertising heavily when 
business is good, stopping when a slump comes 


Little or no time is devoted to preparing good sell 
ing copy. Instead, the advertisers rely on traffic in 


while deal. 


do it. 


Advertisers should strive to be unusual 
thing different in their ads in style. text. size. To heck 
with what his competitor runs or is doing. Figure out 
something different and then have the courage to 


the classified columns to get prospects who have con 
tacted them as a last resort. At the same time, these 
realtors fail to properly instruct their salespeople on 
what listings are being advertised. leaving them a 
“blank” when prospects make inquiries. 

A common fault is that realtors do not hang their 
copy on the most unusual or outstanding feature 
a patio, a large sun porch. an unusual fireplace. Even 
a sagging floor will appeal to the man who knows 
how to repair it. if the price asked makes it a worth 


do some 


Fully Describe Property's Features 


By J. H. WARD, The (Jacksonville) Florida 


Times-Union 


ET’S put ourselves in the position of a home buyer. 
You are looking for a piece of property. What is 
the most important factor? Location, of course. I be 
lieve the price would be the second most important. 
Then I believe you would like to go into detail as to 
size of property, construction details, et: 
Many advertisers write a beautiful ad. but fail to 


NATIONAL REAL ESTATE SECTION 


CENTRALLY LOCATED retail 
trackage southern lines city of 20.000. Owner 
will imorove to suit on long lease. R. RUTH 
126) Lexington Ave New York. It 
N 


and industria 


Syndicate will buy or take lone term lease on 
centrally located retail properties having 25 [1 
frontage and up in cities of 10.000 and over 
Possession date unmaterial. Brokers cooperation 
nvited. Mitchell Realty 276 Fifth Avenue 
New York City 


For Business Opportunities — Motels 
COLUMBUS, OHIO 
Willard Piper, Inc 


It East Gay St Ludlow 1342 


Every Type of 


SIGNS 


For Real Estate Firms 
@ PROMPT SERVICE 
@ WRITE FOR PRICES 

“WE SIGN THE 


CTFVE DISPLAY ADV 


1702 West 19h Street Chicage 8. 


METAL SIGNS, 14 x 20. Lots $.44 each 
Realtors Sign Service, Box 1022, Greenville, S.C 


REALTORS METAL SIGNS Write for Free 

Sample. Hlustrated Literature and Prices 

LANCELOT STUDIOS, 246 Third Ave.. Pitts- 
irgh 2 ‘a 


__Training 
FUTURE REAL ESTATE 


Brokers, Appraisers, Managers 
Investigate our Home Study and Residential 
courses in Real Estate. Includes all phases 
of the business. G.I. Approved. On 
Job Trainees can take either course 


FREE CATALOG Established 1936 
WEAVER SCHOOL OF REAL ESTATE 
Dept. RE 


15 Pershing @d. Kenses City 8, Me. 


DRESS UP YOUR 
SIGNS 


Our 14 Years Experience in Making 
REAL ESTATE SIGNS EXCLUSIVELY 
Assures You of Better Signs That Have 
SNAP — PUNCH and POWER 


Write for Prices Today 


HERMAN SIGN COMPANY 


Affiliate Member 
ST. LOUIS REAL ESTATE BOARD 


5355 Walsh Street .. . St. Louis 9, Mo. 
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Wanted by the FBI 


Frank Douglas Przybviski (pronoun 


ed Shebilsky prtured above is) undet 
Federal indictment for a violation of the 
Stolen Motor Vehicle Act 

Investigation has disclosed that the 
fugitive. using the fictitious name “Grant 
Curtiss” was. until recently, the trusted 
and capable assistant mianager ota Hous 
ton, Texas finance company, and was a 
party to a number of real estate trans 
actions involving residential property 

Description age 1114°; 184 
pounds; eves, brown, hair, brown, reced 
ing at temples; complexton, medium 
white; occupations, chauffeur, stenogra 
pher. finance and credit) official, scars 
and marks, pit scar right elbow. cut seat 
left wrist, two oneaunch scars second 
joint left index finger. one half inch sea 
second jomnt left thumb, dimple on point 
of chin; appearance. wears well tailored 


clothing; mav be traveling with wife. a 
trained murse 


If whereabouts ‘ nown, notilv 
rector, FBI. Washington, DLC. the 
est division of the FBI wr local police 
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put in the location 
copy. 

Here is a simple outline of facts that should be in- 
cluded in every real estate ad: street address, descrip 
tion of exterior, type of roof, condition of building, 
number and size of rooms, closet space, kind of bath, 
finish and decoration, exposure and light, type of 
heating, porch or sun rooms, description of grounds, 
extras or special accommodations, garage, nearness 
to transportation, advantages of location, restrictions 
and references, reason for selling, price, terms, date 
of possession, how and when to inspect, advertiser, 
address and telephone number. 

If every real estate advertiser would include these 
facts, his chances of sales would multiply many, 
many times. 


Make Every Word Work 


By JOHN P. CALLAHAN, JR., Trenton (New Jersey) 
Times Newspapers 


. This takes the punch out of the 


\V OST real estate copy is written from the adver 

tiser’s own point of view, rather than of the 
reader's. He is told what the realtor wants instead of 
what the reader would like to know. There is a ten 
dency to make copy formal and dull when it could 
be made human and lively. the way realtors talk 
when calling on a prospect. 

Advertisers are prone to scribble their copy on the 
back of an old envelope. It appears dashed off instead 
of being thought out so that every word works. While 
brevity is the soul of wit, it can be definitely over 
done in preparing ad copy. The slogan of N. W. Ayer 
still holds good that “You must tell it to sell it.” 


From Journal Readers. . . 


Dear Editor: 

The Journal was called to our attention by one of 
our associates and we have found it most interesting 
and extremely instructive. 

Marey & Lamberton 
Drexel Hill, Pennsylvania 


“Tenjoy the Journal very much and look forward to 
receiving each copy.” 
Edward W. Percival 
Tacoma, Washington 


“Your publication is of valuable help to us in the 
real estate busine SS, and we look forward to it cach 
month.” 

M. Flynn 
Calgary, Canada 


“We have been reading the Journal for some time 
and feel that vou have a very worthwhile magazine. 
I wish you continued success and am looking forward 
to receiving future publications 

Lena B. McCulley 
Laos Ange le s, California 


Dear Kditor 

I} don't mind saving that vour book is about as mod 
ern, interesting, and helptul as anything in the field 
You are to be complimented on the excellent layout 
Your excellent and practical subject matter is full of 
“come on” appeal. Keep up the good work 

M. O. Gustalson 

Milwaukee, 


Wisconsin 
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Greater Value 
at 


Lower Cost 


By economical, streamlined modular construction, 
Pollman Homes offers new low costs in a wide 
variety of attractive factory-built homes. Dis 
criminating real estate builders and developers 
are finding that Pollman Homes, built by experi 
enced craftsmen, increases the prestige of their 
subdivisions. For further information, write to 


Pollman Homes 


Manufactured and Distributed by 


THYER MANUFACTURING CORP. 


2857 WAYNE STREET, TOLEDO 9, OHIO 


CASH. 


for hotel properties 
IN ANY CITY 


COAST TO COAST 
CANADA OR MEXICO 


coo 


Our representative will be glad to call and work 
with you. 


For satisfactory arrangements, utmost dependability 
and outstanding security WRITE or CALL COLLECT 


H. J. 

REAL ESTATE DEPARTMENT, 
4500 BOOK TOWER BUILDING, 
DETROIT 26, MICHIGAN 
PHONE WOodward 2-5400 


WE ARE NOT BROKERS 
WE ARE HOTEL OPERATORS 
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Free to Builders... 
Two New Planning 
and Idea Books 


‘Sales Features for Electrical Living 
Homes” shows the “most wanted” 
sales features in homes...features that 
have proved their appeal to home 
owners. Has 32 pages of illustrations, 
diagrams ...on kitchens, laundries, 
electric bathrooms, and smart light- 
ing ideas for every room in the house. 
Also gives simplified data to help in 
planning an adequate wiring system. 

With each Sales Feature, you'll find 
a brief summary of Selling Points to 
help you and your salesmen turn 
prospects into buyers. 

“Design Details for Electrical Living 
Homes” tills a real need for construction 
details on valances, cornices, cove 
soffit, pinhole spot, under-cabinet 
and other unusual lighting effects. 
Kitchen and laundry plans, with com. 
plete dimensions, are also shown. 

Photographs of actual installations 
illustrate the planning ideas, and con- 
struction details show exactly how to 
build them, 

To get these books, send coupo» 
below to Better Homes Bureau, 
Westinghouse Electric Corporation, 
Dept. NREJ-10 Box 868, Pittsburgh 
30, Pennsylvania. G-1OLLS 


you can 6€ SURE... irs 
Westinghouse 


Better Homes Bureau 

we gh Electric C 

P.O. Box 868, Dept. NREJ-10 

Pittsburgh 30, Pa. 

Please send me a copy of your new books 
Sales Features tor Electrical Living Homes, 
B-4691; and Design Details for Electrical 
Living Homes, B-4671. 


Street 


Housing Expediter Tighe Woods’ many predictions and comments 


over housing and proposed controls have caused many misunder 
standings in the industry. Woods is a “housing expediter” with no 
housing to expedite. All such authority is now vested with various 
housing agencies, mainly FHA and HHFA. It is understood that 
Woods actions have brought frowns to the face of HHFA’s top man, 
Ray Foley. He doesn’t like the idea of anyone infringing on his 
territory. 


Home builders over the nation have taken the new home mortgage 
credit restrictions as a “stop, look, and listen” signal. The result 
has been a drastic decline in purchase of building lots. The builders 
already have cut back in production earlier than the government 
anticipated. 


“The used house market is strengthening out in Detroit,’ says Hans 
Gehrke, president of the Detroit Mortgage Bankers Association. 
“As usual when new construction begins to slow down, the older 
home market raises its prices. Right now the seller seems to be 
scared off the market. whereas those few who do offer property 
are quickly relieved of it by others who are scared into buying.” 


Atlanta realtors are protesting increased rents being asked for on 
tax-free public housing there. They cite the paradox of the Atlanta 
Housing Authority “crying for more public housing” while ad 
mitting vacancies in the ones already built. 


News Nibblings . . . When Congress reconvenes November 27, a 
strong rent control bill will be one of the major subjects up for dis 
cussion. ... The VA loan guarantee office in Dallas recently turned 
thumbs down on all GI loans for houses with septic tanks. 
This weeks, HHFA will put out a very comprehensive analysis 
of the effectiveness of septic tanks as the safest and most de 
pendable system now in use. . . . Before the foundations were 
dug. the homes were sold. That's the story of 100 homes at 
$7750 in Indianapolis underway now by Grinsdale Construction 
Company. .. . The average American household is getting smaller 
and smaller. On the average, there were 3.39 persons per house 
hold in March, 1950. as compared to 3.67 in April, 1940 and 4.01 
in April, 1930... . The steel industry says it plans to expand its 
annual capacity by the end of 1952 to a total of 109.963.0000 net 
tons. an increase of 9,400,000 net tons over its annual capacity as 


of July 1. 


CORRECTION: Through a typographical error the Journal reported 
in July that NAREB was planning to tax its members $1.000 each 
toward an industry-wide fund of $3,000,000 to help promote home 
ownership. This figure was intended to be $100 each, but Charlie 

Stewart of NAREB corrects us by explaining that the proposed, 

tentative plan calls for $25 per member, plus $5 for each salesman 

NAREB hopes to raise $1,000,000 and get other factors m the in 

dustry to raise the other $2,000,000 
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CONSULT 


FOR REAL ESTATE 


SALES 


@ALBANY, N.Y. 


Picotte Realty, inc 
120 Washington Ave 


@AUGUSTA, GA 
Sylvia M. Barry 
Augusta’s Leading 


Realty Broker 


@ DENVER, COLO 
Garrett-Bromfield & 
Company 
Security Building 


eDENVER, COLO 
V. J. Dunton Realty 


Co 
400-10 Midland Say- 
ings Bldg. 


FOR EXPERT 


@KNONVILLE, 
LENN. 
Richards Real Estate 


Co 
722 Market St 


@NEW YORK, 
Fass & Wolper, Inc 
7 Bast 42nd Street 
Main Street Proper- 
ties Anywhere in the 
U.S.A 


@ORLANDO, FLA. 
Harlow G. Fredrick, 
Anywhere in Florida 


@ FOLEDO, OHIO 
Schuster & Co 
George E. Schuster 

sardner Building 


APPRAISAL SERVICE 


eCOLUMBUS. OHIO 
ies William P. Zinn & 


Co. 
F 37 North Third St 


e@eCONCORD, N.H 
William E. Sleeper 
Realtor-Appraiser 


@EAST ORANGI 
N.J 


Godfrey F. Preiser, 
M.A S.R.A 


1 “Harrison St 


@ MINNEAPOLIS, 
MINNESOTA 


Norman L. Newhall 


519 Marquette Ave 


@ MINNEAPOLIS, 
MINNESOTA 


J. F. Sutherland, 
M.A.L. 
17 East 24th Street 


@NASHVILLE. 
ENNESSEF 
Biscoe Griffith Co 
—Since 

214 Union Street 
Tenn.—Ky.—Ala 


e@ NEWARK, N.J. 
Harry Stevens, 


478 Central Avenue 


@ NEWARK, N.J. 
Van Ness Corpora- 
tion, 
H. W. Van Ness, 


President 
24 Commerce St. 


@NEW YORK, 
Scientific Appraisal 
Corporation 
7 East 42nd St. 
$200,000 values and 
up only 


e ADELPHIA, 
Ric cart J. Seltzer, 


12 South 12 Street 


LOUIS, MO. 
Ove} 
M.A 


1861 Railway Fx- 
change Bldg 


eST. LOUIS, MO. 
Henry R. Weisels 
Company 
S.LR. — Est. 1894 
$18 North Fighth 


@ TOLEDO, OHIO 
W. Etchen, 


Etchen-Lutz Co 


FOR LAND PLANNING 


e@WILMET" ILL 
M H. West 


vyron 


916 Greenleaf Ave 


FOR IDEAL 
STORE LOCATIONS 
@ALBANY, N.Y 


Picotte Realty, Inc 
120 Washington Ave 


@NEW ORLEANS, 
LA 


Leo Fellman & Co 
829 Lnion Street 


@\LGUSTA, GA 
Sherman-Hemstreet OKLAHOMA 


Realty Co 


@BALTIMORE, MID 

B. Howard Richards 

Inc. OKLAHOMA 
Morris Bldg 


Tom Pointer Co 
104 Local Bldg 


@DES MOINES, IA 
Donahoe Investment 
MO 
Retail, Wholesale, Isaac T. Cook Co 
Industrial Arcade Bldg 


@ KANSAS CITLy, 
MO. 


Moseley & Company 
Retail, W @ SARASOTA, FLA. 
Industrial Don B. Newburn 
Suite 1111, Insur- 144 So. Pineapple 

ance Exch. Bide Ave 


@WASHINGTON, 
Shannon & Luchs 


1505 H Street, 


FOR PROPERTY 
MANAGEMENT 


@eCOLUMBUS, OHIO @ DENVER, COLO 
William P. Zinn & V. J. Dunton Realty 


37 North Third St. 400-10 Midland Sav- 


ings Bldg 


@ DENVER, COLO 
Garrett-Bromfield & 
Company 
Security Building 


eLOLEDO, OHIO 


Schuster & Co 
George BE. Schuster 
Gardner Building 


@ FOPEKA, KAN 
Greenwood Agency 
108 Bast Seventh St 


FOR FARMS 
AND RANCHES 


@eDENVER, COLO @LOS ANGELES, 
V.J. Dunton Realty CALIF 


Company California-Nevada 
4.10 Midland Company 
ings Bidg 412 W. 6th Street 


eOKLAHOMACITY, 


@OKLAHOMACITY, 


| 


THESE SPECIALISTS... 


FOR CHAIN STORE 


LOCATIONS 


@ALLENTOWN, PA 
The Jarrett 
Organization 
842 Hamilton St 
“Specializing Fast 
ern Penna 


eCOLUMBLUS OHLO 
William P. Zinn & 


North Uhied St 


@SCHENECTADY, 
NY 


R. C. Blase, 
434 State St 


@SYRACUSE, NLY. 
Jackson M. Potter, 


In 
237 Fast Genesee St 


eLOLEDO, 
The Al EB. Reuben 


Com pa 
618 


any 
fadison Ave 


FOR INDUSTRIAL 
SITES & PROPERTIES 


@ ALBANY, N.Y. 


Picotte Realty, Inc 
120 Washington Ave 


@ALLENTOWN, PA 
The Jarrett 
Organization 
842 Hamilton St 
“Specializing Fast 
ern Penna.” 


eCOLUMBUS 
William P. Zinn & 
ompany 
North Uhird St 


@CONNECTICUT 
AND VICINITY 
Nathan Herrup, Inc 
61 Allyn St 
Hartford 


@DODGE CITy, 
KANSAS 
P.O.Box 947 


WOOD, 


ae rson W. Dawson 
PO m 555 


@KANSAS CITY, 
MISSOURI 
Moseley & Company 
Retail, Wholesale, 

Industrial 
Suite 1111, Insur- 
ance Exch. Bldg 


@ MOBILE, ALA 
Thos. M. Moore 
Industrial Site Spe- 

cialist 


@OKLAHOMACITY, 


OKLAHOMA 
Tom Pointer Co 
Local Bldg 


eST. LOUIS, MO. 
J. Dickmann, 
1861 Railway Ex- 
change Bldg. 


eST. LOUIS, MO. 
Henry R. Weisels 
Company 
S.1.R. — Est. 1894 
318 North Fighth 


@SAN JOSE, CALIP. 
Thos. L. Mitchell & 
Company 
97 B. Santa Clara 
St 


SCHENECTADY, 
NY 
R. C. Blase 
454 State St 


Rates for Advertising 
In the “Consult These Specialists” 
Department: 
Per 
Issue 
2 lines 12 issues $3.00 
2 lines 6 issues $3.50 
2 lines less than 6 issues $4.00 
\dditional lines, 50 cents per issue 
No charge for city and state lines 
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142 GUNNISON. CHAMPION. HOMES 


SOLD 


. . . PROOF that CHAMPION Homes 
are sound, profitable investments! 


wy Rapid turnover 


+ Top quality 

+ Low Price 

+ Eligibility for FHA and VA loans 
+ Great public demand 


< TOTAL: More Profit for YOU 


Gunnison Homes, Inc., U. S. Steel Cor- 
welcome inquiries from qualified, finan- 
cially sound businessmen. Investigate 
NOW! Write Dept. B-5 for complete 

information. 


“+ 
J 
a 
| 
| | 
| ai 
WHEREVER THERE'S BETTER LIVING . . 
TM : NEW ALBANY, INDIANA, 


